THE NATIONAL NEWSPAPER OF M 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Ill., under the act of March 3, 1879. 


NEW YO. 
330 WEST 


FORTY- 
SECOND ST. 
BR. 956432 


“- 


yol. 14, No. 5 


February 1, 1943 


To Cents a Copy, $2 a Year 


qua: 


Rough Proofs 


The State Department is undoubt- | 
dly hoping that reports cabled to 
jystralia about the troubles of the 


flynn boys won’t be too badly 
grbled in transmission. 

Be 
Publication managers who are) 
aving to turn down 4-color pages | 
wcause of the paper shortage are | 
ged to recall the situation a0 | 


wars ago when there was a short- 
ge of 4-color pages. 


- + 


“All dressed up and no place to 
” is the sad situation of some ad- 
ertising agencies with important 
pace orders okayed by clients 
hich they can’t place. 


7 2.9 


When a radio producer goes to| 
urt to prevent a sponsor from 
verdoing his commercials, adver- 
sing publications are confronted 
‘ith the perfect man-bites-dog 
tory. 

-— = 


Maybe one of these days an editor 
ill ask protection of the law to 
revent an advertiser from distract- 
ng reader attention with too com- 
elling headlines and illustrations. 


a ee 


Now that the University of Chicago 
wns the Encyclopedia Britannica, 


maybe “Information Please” can 
range to have Vice-President Bill 
Benton on hand to award the prizes 
to the bright boys who stump the 
experts. 


_ LOOKING FORWARD _ 


A NEW 
SUPER AVIATION FUEL 


vastly superior to any airplane gas 
ever produced by any known processes 


THE HOUDRY PROCESS CORPORATION 


Cues Coa = 


Absent from general publications since 
last July when it announced a catalytic 
process for synthetic rubber production, 
Houdry Process Corp. unveils a poten- 
tial aviation fuel "so vastly superior” 
that present aircraft engines can't use 
its full capabilities. The postwar bene- 
fits are emphasized. This full-page copy 
appeared in 14 newspapers in New York, 
Washington, Philadelphia, Toledo, Hous- 
ton and Chester, Pa. Roche, Williams & 
Cunnyngham is the agency. 


Four A’s and ANA 
Join Radio Fight 


on ‘Monopoly’ Rule 


Both Groups Submit 
Briefs for Supreme 
Court's Edification 


American Home 
Products Drops 


| 


Anonymous Role 


Named to Direct 
Institutional Drive 


New York, Jan. 28.—American 
Home Products Corporation, mam-_ 
moth holding company for two score | 
marketing and manufacturing sub- | 
sidiaries, will drop its anonymity | 
and launch a large institutional ad- | 
vertising campaign within a few 
months, it was revealed today. 

Alvin G. Brush, chairman of the) 
board and acting head of the drug, 
cosmetic, toilet goods, food, and 
household products combine, an- 


nounced that J. Walter Thompson | 


Company has been selected as ad- 
vertising agency. 
is the account executive. 

Advertising plans will not be 
completed until a two or three 
months’ study of all phases of the 
numerous subsidiary operations has 
been made. 


To Consumers and Dealers 


Different facets of the public rela- 
tions program will be directed to the 
consuming public and to the various 
retail, wholesale and professional 


groups which sell or prescribe the| 


established American Home brands. 

Under Mr. Brush’s direction dur- 
ing the last five years the various 
subsidiaries have been grouped into 


| around home for 


J. Walter Thompson “so o0Sm 


O’Neill Ryan Jr. | 


UNIQUE APPROACH 
TAE Star-Spangled 


Ve > RATIONING 


Te wartime we expe 


better cums for tnocting off Va 


t our fighters te how mt ‘ 
is than we beep 
deo trae off querrels 


U. §. Shapes Plans 
for Integrated 
Food Campaigns 


Five Major Drives 


ve the beard in 8 goed cause 


BORG-WARNER CORPORATION, Chicago 


ee Nstem Prembaa 1 


on the read. im the vey rim the home 


The unpatriotic "American worm" who 

hoards gets tough treatment in this Borg- 

Warner advertisement, to appear soon 

| as the start of a campaign in national 

| publications. The emphasis, however, is 

upon the wartime necessity and fairness 
of rationing. 


Food Wholesalers, 
U. S. Officials 
Map War Plans 


| Price Margin Controls 
_ Will Be Here Soon, 


Spearhead Food 
Industry Program 


New York, Jan. 28.—Plans for in- 
tegrating the advertising of the na- 
tion’s food industry with the gov- 
ernment’s six major food production 
and distribution drives were rapidly 
nearing completion this week. 

Participants in the program, 
which calls for devoting a large part 
of existing food advertising budgets 
to copy that will both explain the 
government’s food goals and other 
food problems to farmers and con- 
sumers, include: 

1. The United States Department 
of Agriculture and the Office of the 
Food Administrator. Morse Salis- 
bury, information director of USDA, 
is the over-all director of the food 
campaigns. 


Hettinger Is Manager 


2. Office of War Information, bu- 
reau of campaigns. Dr. Herman S. 


Hettinger of OWI has been assigned 
|as full-time campaign manager of 
| the food drives. 

3. The Advertising Council. Vol- 
unteer committees and advertising 
agencies are developing the creative 
plans for the campaigns under the 
direction of Charles G. Mortimer Jr., 
advertising manager of General 


| four major divisions—drug, includ- | Hoffman Tells Grocers 

Washington, D. C., Jan. 28.—The| Me aucts: thoge coneicting primeniy| Chicago, Jan, 28—Government 
American Association of Advertis- | of the Steroid H. Clapp canned baby plans for wartime food production 
ing Agencies this week went on rec- | ¢ooq products; cosmetics, including and distribution, point rationing, 
ord as opposed to the Federal Com- |House of Louis Philippe, Inc.. and | @nd price margin controls for retail- 
munications Commission’s regula-| Affiliated Products, Inc.: and ney ‘ers and wholesalers were unfolded 
tion changing the existing time op- | hold goods, including the A. S. | this week before the nation’s whole- 


tion clauses for networks because | Boyle Company products, Old Eng- | sale grocers. Spokesmen for both 
the regulation would create a mon- |\the government and the National- 


Foods Sales Corporation, as council 
coordinator. 

4. The Grocery Manufacturers’ 
Association, under plans expected to 
be announced by OWI early next 
week, will handle all contacts with 
the food processing industry, and 
serve as a clearing house for distri- 
bution of material to food industry 


. J oe | 


The New York News has asked 
eaders to borrow copies instead of 
buying them, and thus far the circu-| 
lation department hasn’t even been | 
heard to say, “Ouch!” 


LLU 


ae, a 


“It would certainly help a great 
ileal,” says Mr. James, managing 


ditor of the New York Times, “if | 


ur ad linage would drop off 20 per 
cent.” 
But you know how advertisers 
re, 
a ee 


Editors are now having a chance 
to resent the crack that advertising 
men used to make, that their stuff 
was needed only to fill the space 
‘round the pay load. 


+ 


opolistic, super-network. 

Filing a brief before the Supreme 
Court as a “friend of the court,” the 
Four A’s pointed out that “it is es- 
sential, in the opinion of advertis- 
ing practitioners, that networks be 
maintained on a competitive level” 
with other media. Other media may 
be purchased in advance, and are 
elastic in that space or expenditures 
may be expanded or reduced as a 
campaign progresses. 

“No advertising practitioner,” the 
association’s brief declared, “would 
recommend to its client the purchase 


lish waxes and polishes and 3-in-1 
oil and furniture products. 

More important advertising sub- 
sidiaries include Affiliated Products, 
Affiliated Laboratories, Anacin 
Company, BiSoDol Company, A. S. 
Boyle Company, Harold H. Clapp 
Inc., Heather Company, House of 
Louis Philippe, Inc., International 
Vitamin Sales Company, Jo-Cur, 
Inc., Kolynos Company, Mystic Lab- 
oratories, Inc., Oxzyn Company, Pet- 
rolagar Laboratories, Inc., Samoline 
Corporation, S. M. A. Corporation, 
Wyeth Chemical Company and John 


| American Wholesale Grocers’ Asso- 
|ciation counseled full cooperation 
with officials under the new food 
| control setup. 
| Secretary of Agriculture Claude 
Wickard, in his first talk to food 
distributors since his appointment 
as food administrator, told the asso- 
ciation’s war council yesterday that 
using the food supply as an effec- 
| tive weapon this year confronts the 
United States with a much more 
severe test than it met in 1942. 

“It will cut into the diets of many 


advertising managers, as it did in 
the 1942 national nutrition drive. 

The over-all food campaign is 
divided into six major portions. The 
first “kickoff” drive, opened by 
Secretary of Agriculture Wickard 
and OWI Director Elmer Davis with 
the points-rationing announcement 
of Dec. 27, was planned by OWI and 
USDA, and is nearing completion. 
Drives now under preparation or 
partially under way are: 

1. Foods for freedom—1943. The 
USDA has set up the largest pro- 
gram in history for stimulating farm 


Wyeth & Brother, Inc. (Continued on Page 45) 


Last Minute News Flashes 


RCA Victor Plans Heavy Promotion for Records 

New York, Jan. 29.—RCA Victor division of Radio Corporation of | 
networks has strong and weak sta- | America today announced “the most comprehensive advertising and 
tions, sold as a unit, the strong sta- | record promotion campaign in its recent history.” The first of 12 full-| 
. 2 tions carrying along the weaker out- | color center spreads in the Feb. 8 issue of Life will feature an oil paint- | 

‘Wanted — Something New to) lets. Under the FCC regulation, an |ing by Roy Spreter of 60 Red Seal artists. Monthly advertisements in 
Raise Hell About,” the Leader News, | agency or a client could purchase a Collier’s, 30 color pages in Time, extensive concert program and consumer 
~ Waupun, Wis., is advertising. network of the stronger stations bed record publication advertising, and spot and network radio round out 
Whatsamatter, don’t they have wage | the detriment of the weaker stations | the program. Foote, Cone & Belding is the acting agency. 


production and to emphasize the 
vital wartime role of farmers and 
| farm labor. Stuart Peabody, adver- 
|tising director, Borden Company, 
| serves as council coordinator, and 
Ferry-Hanly Company, volunteer 
advertising agency. 
JWT to Handle 


2. General points rationing. Mr. 
| Mortimer will supervise preparation 
of informative material on the me- 
chanics of and the reasons for the 
points-rationing programs, with J 


of network time without some as- 
surance of circulation outlets.” 


The 54-year-old Ann Arbor Rail- 
road has finally decided to adver- 
tise, and no doubt they will do a lot 
f bragging about how they used to 
1aul Willie Heston and the point-a- 
minute Michigan teams from victory 
© victory. 


Strong Support Weak 


As the situation now stands, the 
brief continued, each of the four 


freezes, fuel oil shortages, food which have heretofore been part of | Walter Thompson Company as 

rationing and income taxes in Wau- | the deal. Aunt Jemima Show Goes Network _ agency. a 

pun? | “The effect upon network broad-| Chicago, Jan. 29.—The Aunt Jemima variety show will emerge as a| 3. Victory gardens. This drive, 
see | casting would probably be that in-| major network program Jan. 31 when it is inaugurated over a CBS| to stimulate more home vegetable 


stead of four national networks, now 


34-station lineup. The program for Quaker Oats Company, Chicago, orig- | 
(Continued on Page 41) 


| inating on Station WBBM, will be broadcast Sundays, 1:55 to 2 p. m. CWT, 
for Aunt Jemima pancake flour. The program is heard weekdays on 50 
CBS stations. Sherman K. Ellis & Co. handles the account. 


production, will be directed by Ver- 
non D. Beatty, advertising manager, 
Swift & Co., for the council. Mc- 
Cann-Erickson, Chicago, is the ag- 


Shopping newspapers, the WPB’s 
printing and publishing experts say, 
ire considered commercial printing. 
That’s what the dailies have been 


DIRECTORY OF FEATURES 


Ad-libbing li 12 P aad ency. It will start about Feb. 15 in 
nsisting for a long time. Adnan Ue te, Aetend Gomme _3;| Pennsylvania Central Airlines Names JWT the South, March 15 for the rest of 
Diary of an Adman 28 Pittsburgh, Jan. 29.—Pennsylvania Central Airlines has appointed | the country. 

2 = Editorials 12| J. Walter Thompson Company, New York, as its agency. The air line,| 4. Nutrition and food conserva- 

When President Roosevelt and| Getting Personal . 40/ serving 30 cities in 11 states, will launch a campaign in newspapers and/| tion. This campaign, replacing the 
Winston Churchill met at Casa- Information for Advertisers - 12) national magazines. Anson Lowitz is account executive. | 1942 national nutrition program of 
blanca, they may have remembered | Obitvaries . f oan | the Office of Defense Health & Wel- 
the story of the policeman who in iieiee 2. . '33| Stevens Named American Airlines Ad Manager —_eefare Services, a subsidiary of the 
moved a dead horse from Koskiusko | private Lines 4i New York, Jan. 29.—Charles A. Stevens Jr. has been named advertising | Federal Security Agency, will begin 


to Cherry street. 


Rough Proofs 


| manager of American Airlines. Associated with American since 1932, Mr. 
Voice of the Advertiser 


about March 21. At present under 
20| Stevens entered the advertising department in 1937. 


Copy Cus. the direction of FSA, it may be 
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ADVERTISING AGE 


1, 1943 


shifted shortly to agriculture, or| the WPB regulations requiring “new 
handled jointly by both agencies.| and improved” soups with higher 


H. W. Roden, president of Harold H. 
Clapp, Inc., is council coordinator; 
Benton & Bowles, the agency. 

5. Farm manpower 


through the harvest period, this 
campaign will be directed jointly by 
USDA and the War Manpower 
Commission. Ted Repplier is cam- 
paign director for WMC, and Ken 
Reirn campaign manager for OWI. 


Several Take Lead 
Among the advertisers who have 


already begun voluntary coopera- | 
tion with the food drives without | 


waiting for complete plans are: H. J. 
Heinz Company, Campbell Soup 
Company, Best Foods, Inc., General 
Foods Corporation and the Borden 
Company. 

Heinz will devote at least the first 
13 weeks of its sponsorship of “In- 
formation Please” to information on 
the food picture of the nation, co- 
operating with OWI. Newspaper 
and magazine copy is expected to 
follow the “food facts” pattern set 
in 1942. 

H. F. Jones, advertising manager 
for Campbell, told ApverTISING AGE 
that his firm would probably con- 
tinue to emphasize the nutritional 
angle as an intimate part of adver- 
tising. During the last six months of 
1942 Campbell directed attention to 


campaign. | 
Beginning in May, and continuing | 


solid food content. 

“The government’s interests and 
ours are directly in line. In the past 
we have featured the nutrition angle 
as an intimate part of our advertis- 
ing, and I see no reason why we will 
not continue to do so in the future,” 
he said. 

General Foods has concentrated 
its nutritional story on two particu- 
lar lines, the Post Toasties and 
Grape-Nuts group of cereals and 
Birds Eye frozen foods. 


Will Tell Story 


“We have a natural nutrition 
story to tell with both these lines,” 
declared Bruce Watson, of General 
Foods. “Particularly with Birds 
Eye where it is simple to play up 
the ever-fresh qualities ef frozen 
products.” 

In a special OWI campaign book 
for the month of January, an appeal 
was made to manufacturers to 
reiterate in their advertising copy as 
often as possible that: 

1. Food is a weapon being used 
to save lives and shorten the war; 
2. Although we are producing more 
food than ever before, food require- 
ments are soaring faster than pro- 
duction; 3. Easily packed, essential 
“fighting foods” are most urgently 
needed by our soldiers and our 
allies; 4. Points rationing enables the 


individual to maintain a fair distri- 
bution of available food so that 
everyone may be well fed. 


Index Shows Decrease 


in Chain Store Sales 

The Chain Store Age index of 
sales of leading chain store organi- 
zations in December was 175 as 
compared with 187 in November, 
and 157 in December, 1941. This 
index is based on current sales rela- 
tive to the 1929-31 average for the 
month taken as 100. 

Index figures by groups in De- 
cember, 1942, compare as follows: 
Grocery, drug and _ shoe _ stores 
showed an increase in sales over 
November, 1942. Variety and ap- 
parel stores showed a decrease in 
sales from the month of November. 


Art Directors Club 
Calls for Entries 


The Art Directors Club of Chi- 
cago has issued a call for entries in 
its 1943 exhibition of advertising 
art. Entries should be mailed to 
the exhibition committee, 43 E. 
Ohio St., Chicago, not later than 
Feb. 2, with 10 cents for each proof 
to cover cost of handling. 

The exhibition in March will be a 
comprehensive showing of advertis- 
ing art produced in 1942 and used 
in mass magazines, class magazines, 
business papers, newspapers, direct 
mail and catalogs and posters. 


“Talk pretty, please—for 


BROMO-SELTZER!”’ 


Since ‘way back in September, the Bromo-Seltzer 
Talking Train has been a consistent star performer 


in the famous Emerson 


Drug Co. “Vox Pop” show 


(in which Parks Johnson and Warren Hull have 
been wowing both the general public and army camp 

£ 7 
audiences all over the nation). 


As a matter of fact this 


loquacious locomotive imme- 


diately became so popular that it was also put on 
Bromo-Seltzer’s Ellery Queen show! 


So Sonovox scores again! 


Now to millions of people 


the familiar chuff of any locomotive says “Bromo- 
Seltzer”—any distant whistle says “Fight headaches 


three ways!” 
dramatized in sound ? 
rest! 


WRIGHT- 
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..+ What name or slogan do you want 
Let us know 


and we'll do the 


SONOVOX., INC. 


“Talking and Singing Sound” 


NEW YORK 
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HOLLYWOOD 
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CHICAGO: (s) \. Miche NEW YORK: 


Franklin 6874 Plaza 


SAN FRANCISCO: 


Sutter 4345 


24° Part Ave 
$-4141 


tea Sutter 


FREE & PETERS, INC., Exclusive National Representatives 


HOLLYWOOD: 
Gladstone 4949 
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SONOVOX CAMPAIGNS 
Allied Mills, Inc. (Wayne Feeds) 


American Chicle Co. 
(Black Jack Gum) 


American Industries Salvage Com- 
mittee (Steel Scrap Drive) 


Bismarck Hotel Co. 


Buick Motors Division of General 
Motors Sales Corp. 


Chicago, Milwaukee, St. Paul and 
Pacific R. R 


Chick Bed Company 
(Chick Bed Litter) 


ae ig. ei Peet Company 
(Vel, Palmolive) 


Emerson Drug Company 
(Bromo Seitzer) 


Christian Feigenspan Brewing 
Company 
(Feigenspan and Dobler P.O.N. 
Beers and Ales) 


Feltman-Curme Shoes 
Forum Cafeterias of America 
Grocery Store Products Sales Co., 


nc. 

(Fould’s Macaroni Products) 
Chr. Hansen Laboratory, Inc. 

(Junket Quick Fudge Mix) 
Andrew Jergens Co. 

(Woodbury's Products) 
Lever Brothers Co. 

(Lifebuoy Soap) 


Naval Aviation Selection Board 


Navy Seabees 
(U. S. Navy, Construction 
Battalions) 


Pan American Coffee Bureau 
Purity Bakeries Corp. 
Taystee Bread, Grennan 
Cake s) 


Alvino Rey and his Orchestra 
(in all broadcasts) 


Shell Oil Company 
U. S. Treasury Dept. 


Velie-Ryan, Inc. — 
(Nesbitt’s California Orange 
Drink) 


sia. Gerdes ATLANTA: «22 Palmer Bldg 


Main $667 


Grocers, Druggisis 
Assail Government 
Victory Brands 


Chicago, Jan. 28.—Victory brands 
went under fire in two new sectors 
this week as grocer and druggist 
trade groups assailed government 
plans to extend brand control over 
merchandise. 

The National Retail Grocers’ Sec- 
retaries Association condemned Vic- 
tory lines as an unnecessary war- 
time step which would damage 
regularly advertised private brands. 
Members also opposed federal 
standardization of meat cutting and 
asked that state legislatures con- 
sider ending restrictions on the sale 
of margarine. 

The National Association of Retail 
Druggists charged that recent OPA 
orders providing for a Victory line 
of rubber drug sundries “are but the 
first step in a program of general 
displacement of advertised brands.” 

“It must be assumed that in creat- 
ing the Victory line, the price ad- 
ministrator does not intend to stop 
there, for this part of the national 
economy is too small to justify spe- 
cial treatment,” J. W. Dargavel, ex- 
ecutive secretary of the association, 
said. “It must be assumed that it is 
his intention to bring other classifi- 
cations of merchandise under regu- 
lations which will destroy brands 
established at great cost and repre- 
senting property rights worth hun- 
dreds of millions of dollars.” 

Mr. Dargavel asked that a public 
hearing on the issue be held before 
the orders become effective, and de- 
clared that Congress “should have 
the opportunity to consider whether 
it wishes to inject the government 
into the business of establishing 
new brands.” He said there had 
been no price increases on rubber 
drug sundries above the March, 
1942, levels and that there was no 
threat of any increase. 


Air Transport Copy 
Starts; Expanded 
Budget Expected 


New York, Jan. 28.—The Air 
Transport Association, Washington, 
D. C., opened its 1943 institutional 
campaign this week with a full- 
color page narrative story, “The 
Case of the Uncomfortable Passen- 
ger,” signed by Raymond Clapper, 
Washington editorialist. 

Copy recounted Mr. Clapper’s ex- 
periences in flying to India with the 
Army air transport command, 
spotlighting the vital wartime and 
postwar rvle o! air transportation. 

Monthiy pages have been sched- 
uled in Collier’s, Cosmopolitan, Life, 
Newsweek, The Saturday Evening 
Post, Time and United States News. 
Business paper advertisements, di- 
rected to editors, will appear in 
American Press and Editor & Pub- 
lisher. 

Future advertisements in the se- 
ries will differ strikingly from the 


work amid a pile of crated war ma- 
teriel, according to Erwin, Wasey & 


| Co., New York, the agency. 


WIWC, Chicago, to 
Stop Operations 

Station WJWC, Chicago, owned 
by Hammond - Calumet Broadcast- 


ing Corporation, has advised the 
|Federal Communications 
sion of its desire to surrender its 
operating license and donate its 
|mechanical equipment to the gov- 
lernment “as soon as is consistent 
| with fair and reasonable treatment.” 


The letter related the difficulties | 


lof maintaining a small station, and 
\incidentally revealed that the sta- 
ition’s major client (the Chicago 


Sun is planning to offer its present} 
| WJWC programs on other stations. 


| Swenehart Heads 


| John Swenehart, advertising man-| 
| ager of Atlas Powder Company, has 


ithat at least $56 billion worth of 


|about 23% 
Clapper narrative, with its full-color | omy.” 
oil painting of the commentator at | 


February 


——, 


Lambert Initiates 
Test for Bottled 
Tooth Paste 


New York, Jan. 28.—Afte, 
tensive laboratory research, |; 
bert Pharmacal Company has jp. 
augurated a test newspaper Cam. 
paign for its new Listerine bottleg 
tooth paste in Oklahoma (it, 
Knoxville, Tenn., Salt Lake cijz, 
and Little Rock, Ark. Lambert ; 
Feasley is the agency. 

The new bottled product ha 


sey. 
eral stages to pass through 


i efore 


@ET YOUR TRIAL BOTTLE AT AMY DEU® CoUNTEC 


it is finally promoted nationally 
Results of the test and the futur 
packaging situation will determine 
how extensively it will be adver. 
tised. 

Copy heralds Listerine by saying 
“What a discovery! The new Lis- 
terine creamed tooth paste. Try it 
for a nickel. Get your trial bottle 
at any drug counter.” Insertions are 
scheduled to appear weekly. 

Trans, a similar bottled product, 
was introduced recently by Blythe 
& Fentress, Paris, Tenn. (Apver- 
TISING AGE, Nov. 18.) 


Esso Features 
Gremlins in Large 
Space Campaign 


New York, Jan. 27.—Using news- 
papers more extensively than ever, 
Esso Marketers has launched a new 
advertising campaign on Esso deale: 
service. Initial large-space inser- 
tions are currently appearing out- 
| side of the New York area in papers 
'from Maine to Louisiana, including 
the District of Columbia. 
| Copy for the new drive, which is 
| the start of a fairly consistent cam- 
paign throughout the year, plays up 
the “gremlins” who first gained 
|\fame when RAF aviators discov- 
ered them causing mishaps which 
otherwise defied explanation. 
| McCann-Erickson, Inc., 
| the account. 


handles 


Sets ‘43 Economy Goal 
Joseph L. Weiner, director of the 
WPB Office of Civilian Supply, ad- 
vised Director of Economic Stabil- 
ization James L. Byrnes last week 


goods and services are necessary to 
keep the country’s civilian economy 
operating at an efficient level. The 
figure is 32% less than 1941, and 
above a “bedrock econ- 


Commis- | 


PRINTING CURTAILED IN VOLUME 
MUST BE AUGMENTED IN QUALITY 


Rage ‘ 


been named director of a newly- 
created advertising and public rela- 
tions department. F. J. Horty is di-| 
rector of industrial relations = 


SAUGERTIES, N.Y. 


| 


| service. 
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Couple COMICS wit 
14,000,000 Sunday Circulation- 


and the combination is a new medium of unprecedented coverage. . . 


a Sey. 
Defore 


with a certainty of advertising reception unmatched by even top-rated 


radio programs! ... Almost everybody reads Sunday comics (adult 


readership over 75%); and Metropolitan Group’s 14,000,000 circulation 
| | includes almost everybody who is a good prospect for advertised ideas 
Vntee 
onal or merchandise . .. Forty great Sunday newspapers deliver the highest 
futur 
a concentration of circulation where it counts for most, parallel with 
saying population and buying power . . . Advertising reaches the whole family 
W Lis- 
Tr f it . . . 
ott at home, on Sunday .. . The big space unit permits full story and full 
MS are 
display ... Four colors help show actual product or package . . . The 
‘oduct, 
Blythe . . . . 
\ DVER- cost is low! ... Investigate this first national newspaper network, the 
most magnificent advertising opportunity of these times! 
je ° 
n 
ever, 
a new 
jealer 
ra Comic Section Advertising in: Baltimore Sun + Boston Globe « Chicago Tribune + Cleveland Plain Dealer + Detroit News 
’ out- New York News « Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat *« Washington Star + Des Moines Register 
yapers Milwaukee Journal + Minneapolis Tribune & Star Journal « St. Paul Pioneer Press « ALTERNATES: Boston Herald + Detroit Free Press 
uding New York Herald Tribune «+ St. Louis Post-Dispatch + Washington Post « OPTIONAL ADDITIONS: Buffalo Courier- Express 
Cincinnati Enquirer +« Columbus Dispatch «+ Dallas News «© New Orleans Times-Picayune +*« Omaha World-Herald 
ich is Providence Journal « Rochester Democrat & Chronicle — « Springfield Union & Republican . Syracuse Post-Standard 
cam- METRO PACIFIC: Fresno Bee + Long Beach Press-Telegram «¢ Los Angeles Times « Oakland Tribune « Oregon Journal 
ys up Sacramento Bee « San Diego Union « San Francisco Chronicle + Seattle Times + Spokane Spokesman-Review « Tacoma News Tribune 
“ _ NEW YORK: 220 E. 42 St. e CHICAGO: Tribune Tower e DETROIT: New Center Bldg. * SAN FRANCISCO: 155 Montgomery St. 
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Golenpaul Loses 
Injunction Against 
American Tobacco 


New York, Jan. 28.—Nerve-shat- 
tered Dan Golenpaul, owner and 
producer of “Information Please,” 


bewildered by a swift succession of | 


teaser announcements, “Lucky 
Strike green has gone to war” and 
the newest, “Best tunes of all move 
to Carnegie Hall,” this week lost his 
last-minute court battle for a tem- 
pory injunction against American 
Tobacco Company, current sponsor 


|of the program. 
| Prior to the show’s airing over 
an NBC network at 8:30 p. m., Jan. 

22, announcers Milton Cross and 
Basil Ruysdael were presented with 
summonses on the stage in an at- 
'tempt to stifle the opening words, 
“The best tunes of all move to 
|Carnegie Hall; yes, the best tunes 
of all move to Carnegie Hall.” Un- 
successful at the time, Mr. Golen- 
| paul was forced to writhe through 
| the half-hour broadcast while the 
phrase studded the script ten times 
in stacatto-like fashion. 

In a statement issued to the press, 
before the show reached the air- 
ways, the owner of “Information 
Please” said: “It is my firm belief 
that the repetitive use of this slo- 


gan on ‘Information Please’ would 


annoy and mar the entertainment 
value of the program.” Four and a 
half hours before this announce- 
ment, Mr. Golenpaul appeared be- 
fore Judge Carroll G. Walter in 
New York County supreme court 
and obtained an order to show 
cause why a preliminary injunction 
should not be issued to restrain the 
American Tobacco Company from 
using the slogan. 


Gets Reduction—12 to 10 


Depicting the teaser as an “abso- 
lute departure from the continuity 
of the program,” Mr. Golenpaul as- 
serted that when he asked the spon- 
sors to delete it from the script, 
they merely reduced its frequency 
from 12 to 10 times. 

“The application for a court order 


was the only course left,” he said. 
It has been said the announcement 
was precipitated to excite public in- 
terest in a new musical show to be 
launched at Carnegie Hall by the 
maker of Lucky Strike cigarets. 

The case was reviewed before 
Judge Bernard Shientag who mur- 
mured sympathetically but said he 
“did not see as there is anything 
a court of equity can do.” 

“The jingle itself,” said Judge 
Shientag, “is not in bad taste. The 
places where it has been inserted 
are not in bad taste. The number 
of times used, however, may be in 
bad taste.” 

Judge Shientag agreed with the 
plaintiff’s attorney, Charles F. Gold- 
berg, that commercials can _ be 


voiced altogether too frequently on | 


OF AMERICA’S FOUR LARGEST GENERAL 
ALL-FAMILY MAGAZINES, 


ONE {S DIFFERENT 


K me general all-family maga- 
in the order of size of 
circulation, as given in Janu- 
Standard Rate & 


zines, 


ary, 1943, 
Data, are: 


LIFE 


SATURDAY EVENING POST 


COLLIER’S 


FARM JOURNAL 
BETTER HOMES & GARDENS 
AMERICAN MAGAZINE 
AMERICAN HOME 
COUNTRY GENTLEMAN 


LOOK 
TRUE STORY 


COSMOPOLITAN 


basic list for ‘43? 


The three largest all-family magazines—Life, Saturday Evening Post 
and Collier's—are written for and circulate mostly to those who live 
in cities and towns. But the fourth largest—-FARM JOURNAL— is differ- 
ent, because it is written solely for rural minds and hearts. (And it may 
surprise you to learn that fifty-seven million people live in rural America! ) 
No advertising campaign can be truly national unless it covers all 
America—rural as well as urban. More and more of America’s most 
successful magazine advertisers are recognizing this. That’s why so many 
leading advertisers are now saying: “Make my campaign truly national 
by including FARM JOURNAL”. Have you put FARM JOURNAL on your 


FARM JOURNAL 


Over 2,650,000...Overwhelmingly America’s largest rural magazine 


|Mr. Golenpaul had been richly re. 


February 1, 194; 


~_— —_ 


ee 


the air. Enough to “upset the ming 
of the _ hearer.” Signific intly 
enough, the justice asserted that 
American Tobacco had a right 4 
mention the show they inteng to 
use in place of “Information 
Please,” so long as there was no at. 
tempt on the part of the sponsor to 
“maliciously destroy or hold up to 
ridicule” Mr. Golenpaul’s show. By 
he also held that any public irritg. 
tion would result in action againg 
the sponsor—not the producer of 
the show. 


Used Less Than 10%, 


The defendant’s attorney, George 
W. Whiteside, pointed out that hig 
client had the right to consume 104, 
of the total time of the broadcas 
which in this instance amounts tp 
three minutes. “It will be noted” 
said Mr. Whiteside, “that my client 
only used two and one-half mip. 
utes.” 

When Mr. Whiteside declared that 


warded by the American Tobaceo 
Company to the extent of $8,500 in 
advance each week, “without one 
cent of cost to himself,” Judge 
Shientag countered by saying, “If 
the American Tobacco Company 
had not been deriving a high degree 
of profit they would not invest their 
money in this show.” 

At first appearance it seemed as if 
Judge Shientag would render a de- 
cision at the conclusion of the argu- 
ments. He decided, however, to 
withhold a verdict pending submis- 
sion of an additional memorandum 
by Mr. Golenpaul and a reply by 
Mr. Whiteside 


Anheuser-Busch Drops 
West Coast Shipments 


Anheuser-Busch, Inc., last week 
became the first company to lop off 
markets as a transportation-saving 


device. In a telegram to John B. 
Smiley, head of WPB’s beverage 
and tobacco division, Adolphus 


Busch, II, head of the brewery, re- 
vealed that effective Feb. 1 the com- 
pany would make no more ship- 
ments to California, Washington or 
Oregon. 

The move, Mr. Busch said, will 
reduce car mileage by 14% in 1943, 
based on last year’s figures, and will 
eliminate truck mileage in the three 
states. WPB officials lauded the 
gesture as “the first of its kind.” 


McNell and Kepner Made 
B-S-H Vice-Presidents 
Robert A. McNell, with Blackett- 
Sample-Hummert for seven years, 
has been appointed a vice-president 
in the New York office. David J. 
Kepner, manager of the Lakeland, 
Fla., office, has also been appointed 
a vice-president. 


Candy Council Plans 


New Radio Series 

The Council on Candy as Food in 
the War Effort will launch a new 
13-week radio program starting Feb. 
14. The series, of a public service 
nature, will originate in Washing- 
ton, D. C., and will be aired Sun- 
days at 3 p. m., EWT, over an NBC 
coast-to-coast network. 

The council is sponsored by the 
National Confectioners Association 


The industrial district comprising 
Troy, and vicinity cities, scored 
the greatest employment gain in 
New York State in December.* 
Sales activity continues at peak 
in the Troy market. 


*State Labor Department. 


rm, \ TE TROY REC ORD 
sewsrarees {THE TIMES RECORD | 
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ADVERTISING AGE 


We’re surprised, too—at what’s happened here! But 
certainly these facts warrant a new look at this war- 
changed, war-broadened Los Angeles market: 


Today, Los Angeles County is the center of America’s tre- 
mendous aircraft production—building nearly one-half of all 
our fighting planes. Fourteen shipyards are at peak production. 
Petroleum activity is at an all-time high. And 96 new industrial 
plants opened here during the past year. 


Result: Los Angeles County industrial payrolls alone hit 
$75,000,000 a month last year. They’re on the increase this year. 


Much of this industrial activity is new—a plus to the already 
fertile Los Angeles sales market. And, most important to adver- 
tisers, the long-range planning of Southern California industry 
is good assurance that most of this plus will carry over—will 
continue—in the post-war future. 


FACTS FOR YOUR FILES 


What do local advertisers do? For over 60 years, 
more classified advertising has gone to The Times 
than to any other Los Angeles newspaper. Last year 
The Times surpassed all in food lineage ... rang 
up an 11% leadership in total display advertising. 


The Times, with the West’s largest home-delivered 
circulation, leads the field in all major Media Rec- 
ords advertising classifications — Retail, General, 
Financial and Classified. 


(os Angeles Times 
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LLIAMS, LAWRENCE & CRESME 
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Industry's Plans 
for Postwar Era 
Told at NIAA Meet 


Must Measure Markets 
to Keep Plants Going, 
Chapple Declares 


(Picture on Page 47) 


Chicago, Jan. 26.—Industry must 
do its own job of measuring the 
market for its products in a future 
period of full employment, and then 
make its sales correspond, Bennett 
Chapple, assistant to the president, 
American Rolling Mill Company, 
Middletown, O., told the Midwest 
Victory Promotions conference of 
the National Industrial Advertisers 
Association here Jan, 22. 

The one-day program was devoted 
to an exposition of the four divi- 
sions of the association’s Victory 
Promotions plan. Mr. Chapple, fea- 
tured speaker at the luncheon ses- 
sion attended by more than 350 in- 
dustrial advertising and marketing 
leaders, centered his attention on 
plans for the postwar era when 


America and the world must adjust 
to a peacetime economy. 

There is no question but what in- 
dustry can supply the goods to at- 
tain a full employment economy, he 
said, for it has already demon- 
strated that ability. But it must 
chart the postwar market for its 
products and plan sales to match it. 


The “Biggest Challenge” 


“These are jobs that only adver- 
tising and marketing men can do,” 
Mr. Chapple continued. “They rep- 
resent the biggest challenge and the 
biggest opportunity that marketing 
men have ever faced. The attitude 
that we men take toward postwar 
planning for our own companies 
and for the industries they repre- 
sent, will determine whether we are 
worthy of greater recognition in the 
affairs of business and the nation.” 

Turning to the Committee for 
Economic Development, whose pri- 
mary job is to “head off economic 
disaster,” Mr. Chapple said the 
group of industrial leaders and 
economists is broadening its organi- 
zation and has drawn up a list of 
suggestions for those engaged in 
postwar planning activities. Three 
test cities have already been 
selected for the work on postwar 
problems—Peoria, Ill., Wheeling, W. 
Va., and Reading, Pa.—and, said Mr. 


CHALK TALK 


Otis Shepard, art director, Wm. Wrig- 

ley Jr. Co., gives industrial admen a les- 

son on designing war posters at the 

NIAA's recent Victory Promotions parley 
in Chicago. 


Chapple, “the nation will watch 
them with great interest.” 

Calling attention to efforts to re- 
allocate contracts to smaller firms, 
Mr. Chapple described this step as 
vital to both “the little fellow” and 
big business. 

“Summed up, it means every 
small business as well as every large 
business in America is to have the 


J does it—in Philadelphia 


. 
s@ 


¢ In newspapers, 1 does it in Philadelphia. 
® Specifically, The Evening Bulletin has 38 


consecutive years of leadership to its credit in 


the city of homes. 


¢ This leadership is in circulation,* advertising, 


and readership. 


e That is the reason— 


¢ More and more advertisers are pursuing this 


policy: 


A thorough advertising job in The 


Bulletin is the primary requisite to a thorough 
job in the important Philadelphia market, 


*Circulation over 600,000 


largest evening newspaper in 


{merica. 


In Philadelphia—nearly everybody reads The Bulletin 


| 


benefit of advice and counsel by 
outstanding men in research, mass 
production and marketing,” he con- 
tinued. “In other words, can a four- 
man business be made into a five- 
man business? Can a new product 
add to greater output? Can a better 
marketing system create more 
sales? These questions with sug- 
gested answers are going to be 
brought to the doors of every Amer- 
ican business for the sole purpose 
of keeping the jobs open, the wheels 
turning and the payrolls rolling af- 
ter the war. We’ll all have to ad- 
mit nothing like this ‘all out’ indus- 
trial planning has ever been at- 
tempted before.” 

Wilmer H. Cordes, NIAA vice- 
president and advertising and sales 
promotion manager of American 
Steel & Wire Company, Cleveland, 
who authored the Victory Promo- 
tions plan, called on industrial ad- 
men to “put everything to work— 
to win.” Continuation of advertis- 
ing’s efforts will help assure event- 
ual victory, he said. 

Alfred M. Staehle, vice-president, 
McGraw-Hill Publishing Company, 
who keynoted the special confer- 
ence, declared that a new concept 
of advertising has emerged from 
the war, with industrial admen 
grasping the opportunity to extend 
their usefulness to employers by 
directing war production drives, es- 
tablishing new types of instruction 
manuals and employe books, and in 
keying copy to vital informational 
needs. 


Field Permanently Broadened 


That industrial advertising will 


never again return to the narrow 
prewar confines it observed was the | 
view of Herbert A. Mercready, | 
NIAA president and war contracts | 
manager, Magnus Chemical Com- 
pany, Garwood, N. J. He urged a 
still broader use of the advertising 
executive’s abilities in conducting | 
the manufacturer’s affairs. 

Following lines of the Victory 
Promotions plan, group discussions 
centered on the four divisions of 
the NIAA wartime setup: war pro- 
duction drives, training in iridustry, 
conservation and scrap salvage pro- 
grams, and war-winning advertis- 
ing. 

Alex G. Nordholm, chief of field 
operations, War Production Drive 
Headquarters, WPB, said that al- 
though 2,000 labor-management 
committees now are. operating 
throughout the country, 28,000 war- 
busy plants still are without such 
groups. He urged extension of fac- 
tory suggestion systems as one way 
of speeding the war effort. 

Morale benefits of a company- 
wide blood donor program were 
cited by Van B. Hooper, advertis- 
ing manager, Louis Allis Company, 
Milwaukee, who declared his firm 
had successfully employed the pro- 
gram. 

Importance of plant publications 
in carrying vital messages into the 
worker’s home was _ stressed by 
Elmo Scott Watson, editor, Publish- 
ers’ Auxiliary, but he urged that 
these papers be streamlined in ap- 


| States, as well as Canada. 


|made to the winner at a meeting of 


pearance and content, preferably | 
employing a newspaper format. 


Reward System Pays 


Substantial rewards—instead of | 


|}mere recognition—and direction by | 


an executive of the company will 
help put over suggestion systems, H. 
C. Marmaduke, manager of such a 
system for the Illinois Central Sys- | 
tem, told the group. Failure of com- | 
panies to give real support to the} 
idea has caused 95% of the systems | 
to end unsuccessfully, he said. IIli-| 
nois Central, in accepting 8,700 sug- | 


| gestions last year, paid out a total 


| manager, 


of $85,000 for them—the highest re- | 
ward $602. 

Successful operation of Warner & | 
Swasey Company's “Idea for Vic-| 
tory” program was outlined by Wil- 
liam J. Pelich, sales promotion 
who explained that it 
grew out of a modest house organ, 
“Blue Chips,” which expanded from | 
four pages and a press run of 4,000 
to a 12 to 16-page publication with 
the press run over 50,000 copies. !t 
set out to promote an exchange of 
ideas—presenting some _ to turret | 
lathe operators and getting them, in | 
turn, to pass along their time-sav- | 
ing ideas. The company also has 


ee 
a 


made excellent use of a sound «ide. 
film visual training program. 


Dairy Manual Used 


O. K. Burrows, public relation, 
and personnel director of Cherry. 
Burrell Corporation, Chicago, re} 
how his company promoted wartime 
care of dairy equipment by is Uing 
a “Conserve for Victory Manuaj” 
liberally illustrated with photo. 
graphs and diagrams. Posters, th» 
company’s own house organ, bygj- 
ness paper advertising and m iling 
folders were used to merchandise 
the manual, and Cherry-Burre}) 
added a supplementary series o 
“Service-Grams” describing care 
for rubber and other products so\q 
by the company. 

The continuing need for infor. 
mative product advertising was 
stressed by John J. Lawler, vice. 
president, J. R. Hamilton Advertis. 
ing Agency, Chicago. “Tell aj)” 
copy is just as effective now, and jy 
some cases even more so, he said 
Forster J. Nelson, advertising man- 
ager, Macwhyte Company, Kenosha, 
Wis., expressed the view that sery- 
ice advertising will become more 
necessary as time goes on, with 
thousands of new employes coming 
into industry this year. Opinion- 
forming advertising was _ recom- 
mended by Kenneth W. Akers, ex- 
ecutive vice-president, Griswold- 
Eshleman Company, Cleveland, to 
companies which cannot announce 
postwar products now but which 
want to build a certain market for 
peacetime sales. 


ated 


Business Papers 
Close Competition 
The national advertising competi- 
tion sponsored by the Chicago Busi- 
ness Papers Association, for the best 
all-round business paper advertis- 
ing of 1942, closed Jan. 31 with en- 
tries from all parts of the United 


The entries will be judged within 
the next few weeks, and a formal 
presentation of the award will be 


the Chicago Federated Advertising 
Club on March 11. 


KGO's 11 P.M. NEWS- 
CAST HAS 51% OF 
THE LISTENERS at that 
hour...more tune=ins 


than the combined 


audience of 4 other 
newscasts at this period. 
FIVE YEARS ON THE 
AIR... 7 NIGHTS A 
WEEK...ask your Blue 
Spot Representative or 
write direct for data 
on sponsoring KGO’s 


late evening news. 


810 K. C. 7500 WATTS 
Blue Network Company, Inc. 
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ADVERTISING AGE 


February 1, 1943 


$400,000 Budget Set 
for Fats Salvage 
Renewal in ‘43 


New York, Jan. 28.—Fats salvage | 
advertising by soap and glycerine | 
producers and associated industries 
will continue well into 1943 with a 
budget of at least $400,000, it was 
revealed here this week. 

Plans for the 1943 drive to con- 
serve household grease for muni- 
tions production were approved last 
week by the conservation division of 
the War Production Board and by 
the American Soap & Glycerine 
Producers Association, which un- 
derwrote the 1942 campaign with an 
advertising budget of $500,000. 
Charles P. Tyler, former account 


executive of McCann-Erickson, Chi- 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


by TKRA 


SIGH CO, LIMA. OHIO 


cago, will direct the over-all gov- 


| 7 . 
the waste fats drive are: American 


' 


= ee | 


ernment campaign for WPB, while| Meat Institute; American Soap & | 


Kenyon & Eckhardt will prepare 
and place the advertising campaign. 


|Glycerine Producers 


Association; 
American Producers of Domestic & 


Neil H. McElroy, advertising man- | Inedible Fats; Frozen Food Locker | 
ager of Procter & Gamble, will con-| Association; National Association of | 
tinue to serve as coordinator for the | Retail Food Chains; Amalgamated 


Advertising Council. 
New Goal Set 

Goal for collecting waste fats in 
this year’s campaign will be one 
nalf of a pound per person each 
month, compared with an average 
potential of three quarters of a 
pound per month, estimated by a 
Young & Rubicam survey made for 
WPB. 

Increasing attention will be paid 
to merchandising the advertising 


campaign, with the distribution of | 


counter cards, window displays, 
stickers and consumer educational 


material to meat dealers considered | 


of more importance to the success 
of the campaign than the national 
advertising program. 

The 1942 campaign, although slow 
in starting while field organization 
was being completed, reached a 
peak of 
pounds collected from housewives 
during October. The goal for the 
present drive is more than triple 
that figure. 

Organizations cooperating in the 
merchandising and publicizing of 


approximately 5,000,000 | 


Meat Cutters, Butchers Workmen; 
Cooperative Food Distributors of 
America and Retail Meat Dealers 
Association. 


Tobacco Rationing 
Seen as Probability 


Rationing of tobacco products, 
especially cigarets, was declared a 
distinct probability last week by 
both government and industry 
spokesmen, who pointed out that 
shortage of glycerin, used in the 
processing of tobacco, is becoming 
acute. 

Even without rationing, it was de- 
clared, a dwindling supply of cigar- 
ets and other tobacco products is 
almost certain to develop due to the 
program limiting civilian produc- 
tion. Cigars, which have already 
|\been restricted somewhat because 
‘of labor shortages, will not be hit 
|so severely in the initial stages, it 


| was asserted. 


‘Dennerlein Advanced 
Peter J. Dennerlein, manufactur- 
ing director of Crowell-Collier Pub- 


lishing Company, New York, has 
'been elected a vice-president. 


Your customer yesterday 


SUBSTITUTE BUYER 


Whose customer tomorrow ? 


TODAY 


Is she walking out on YOUR brand? 


Your brand may be her favorite but through 


Ohio’s DOUBLE - VALUE market 
industry and agriculture 

is covered by the Blade. Cover- 

age includes not only metropol- 

itan Toledo but also the other 

market centers in its XBC 

territory 


necessity she may be using substitutes today. 


If this is the situation will “out of sight” mean 


“out of mind”? 


Will your brand be forgotten? 


Not necessarily so! For the constant power of news- 


paper advertising which 


attention and won her pre 


to you every day 


originally attracted her 


ference is still available 


...a power to be used to hold her 


preference for‘your brand against all competition. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY Pata 


BLOCK AND 


ASSOCIATES 
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_Johoiny Kassell 


IN MEMORIAM 


N” LONG AGO I received in the mail s 
sober, engraved announcement which read 
a follows: “The Army Air Forces, Southeast 
Traiming Center, Announces the Graduation of 
Class 43A, Spence Field, on Thursday, January 
Ith, 1943, Moultrie, Georgia.” 


Attached to the announcement was a personal 
card: “John M. Russell, Lieutenant, Air Forces, 
United States Army.” 


“So Johnny made it,” I said to myselt: “IT 
knew he would.” 


Then I wrote him a note of congratulation, 
and ended by saying. “I hope you come back as 
Doolittle’s boss.” 


A few days later, the letter | had sent came 
hack to my desk unopened. Across the envelope 
had been written “Unclaimed.” 


The office girl who gave it to me said, “John- 
my was killed before he got your letter.” 


Johnny crashed on the day of his graduation — 
hed in rehearsal for the great performance he 
would surely have given as a fighter pilot on the 
battle front 


* * * 


When I frst knew about Johnny. he was a West. 
ern Umion messenger boy in Detroit. Our branch 
offer there, which was not large and not too pros. 
perous, had no messenger boy of its own. When- 
ever the office phoned Western Union for a boy 
to carry an important mewsage or package to 
some place im the city, Johnny turned up with 

, gularity. When the people in the 
» hid him about this, he answered, 
work for you folks some day. 1 


et acquannted with me.” 


Johnny cantinucd to appear and to perform 
with speed and intelligence. What's more, he 
managed to put such personality into even the 
job of messenger boy that the folks in the office 
were always glad to see him. Gradually they 
began to think of him as a Gxture. 


Then one day Johnny appeared and took from 
et a slip of paper. “Look,” he said to the 
“I've kept track of the money you 


gcr fees and it's enough to hire 
Hf you did, you'd get # lot more 


* 


ness to him. He enjoyed a standing new in our 
history of ofhce boys. 


People said. maybe it was because he was so 
young, or had never had a chance to go to high 
school, or was so small that he measured no 
more than five feet five and weighed perhaps a 
hundred and twenty 


All these things helped. no doubt. But the big 
thing was you felt that Johnny bebeved every- 
thing good and great that he had ever heard or 
read about people and about life. And you felt 
that Johnny had become what he belies ed 


Soon Johnny was in the home office, still 
studying and still climbing Frerybody watched 
his progress with relish and enjoyment as if it 
were their own. Johnny was ambitious, but not 
ambitious at the other fellow's expense. He 
wanted to do a job, but not to take somebody 
else's job. 


“This is a wonderful kind of business.” John- 
ny used to say. “You can dig into all sides of 
everything — marketing, manufacturing. re- 
search, writing, and art. lt's an education for « 
fellow who never had any and I'm gong to learn 
all I can aboot it.” 


Then one day—long before Pearl Harbor— 
Johnny came to me and said, “I'm going to have 
to mterrupt my study of advertising until after 
the war. I'm going to study for the Air Force. 1 
want to be « fighter pilot.” 


“What are you going to have to take, John- 
ny?” | asked. 


“History, English, algebra, and trigonometry 
—at night,” said Johnny 


Pretty tough goung that schedule was for a boy 
who had never been to high school. Johnny dis- 
covered that fact in the next months, but he never 
tot discouraged, never lost hrs smile. and plugged 
ahead. 


After many months, he stopped in my office 
gain and said, “I've passed my examination and 
I've been accepted. I'm leaving next week, but I 
hope you'll let me come back after the war, be 
cause I've still got to learn this advertising bus- 
ness, and this is where I'd like to learn it.” 


“You bet you can come back, Johnny,” I re 
plied. “Everybody will want you to and we'll 
make a job for you if there's @ job to be made 
But are you dead sure you'll want to come back ? 
Are you sure that flying and aviation haven't got 
in your blood? 


“No, it's not that,” Johnny answered. “I can 
come back to the advertising business and still 


country's leaders had painted a picture of gs 
hum_-of world conquest. of nich new territor 
of domination and loot 


He wasn't fighting, either, because his hor 
land had been desposled and his back was tc 
wall, like the Russians 


He was fighting because he felt, without hy 
ing to think about it, that Johany could: 
Johnny in a world like Hitler's 


. . . 


It is tragic that Johnny couldn’ have helped 
win the victory. And it is the world’s loss th» 
Johnny won't be here to counsel on the peace 
for Johnny would have been wise 


Johnny couldn't have influenced senator, 
congressmen, or masses of people. But Johny 
could have influenced afew hes mother a 
father, his girl and his friends in the office, and 
everyone will be needed on the side of wisdow 
when it comes to making the peace 


Johnny knew before many of his elders did 
that we cannot wish war away and that we car 
not “isolate” against it. We tried that @ geners 
tron ago, but about all we accomplished was the 
death of Woodrow Wilson and the birth of Hu 
lerism—and a worse World War. 


Many of Johnny's elders will feet the same 
after this war as they did alter the last one. They 
will be thinking of the fate of boys lhe Johnny 
and they will want to save the generation abead 
trom sumiler tragedy 


Many of them will still not have learned that 
you can't stop wars by publicity campaigns 
against the sellers of munitions, or by interne 
tonal agreements on paper to cut down arma 
ments. Or if some have learned that those things 
won't work, then they will think we can be calc 
by locking ourselves in the house and building 
ourselves a Maginot wall of ships and airplanes 
big enough to bankrupt us But still not big 
enough to protect us 


We don't hear much of that talk yet, because 
everybody is trying to win the war, but it ix the 
thing we are going to have to fight against in the 
hearts and minds of parents if we want to win 


the peace 


fly. Maybe | can own or 


wanted to fight this w 
mt etrost they @ ented ° 


/ va 
ny and helped explain the busi 


— it's the war. It's got me.” 


Johnny didn't know 
ar before we were in it 


He wasn't fighting, like the Nazis, because his 


own plane. It's not that 


in words why he 


Moved by the death of a former Young 


full-page memorial advertisement in the 


graduation as a lieutenant in the Army air forces, Raymond Rubicam signed this 


in the case of Johnny Russell the issues of the war and the problems of the 
postwar world. 


& Rubicam office boy on the date of his 


New York Times Jan. 27, which defines 


Cotton Council 
Decides to Add 
Two New Drives 


| Memphis, Tenn., Jan. 27.—More 
| than 200 delegate-members of the 
| National Cotton Council voted 
| unanimously at their annual meet- 
ing here today to continue the coun- 
| cil’s current “Cotton Freshness” ad- 
| vertising campaign and to add two 
|new drives, to be launched within 
|}a few months. 
| One of the new promotions will 
| 
| 


revolve around a series of portraits 


| increased,” he maintained. “Thought 


deal with cotton’s wartime uses. 

William G. Werner, manager, 
public relations division, Procter & 
Gamble Company, told the group 
that the industry should not drop its 
promotion merely because record 
supplies of cotton are going to fill 
military, lend-lease and_ hospital 
needs. 

“Public good will should be re- 
freshed and renewed, replaced and 


should be given not only to today’s 
problems but to future markets 
Cotton must prepare for the time 
when the eight and a half billion 
yards now going into military and 


of the “First Ladies” of the cotton-| other war needs will require a 
producing states. The second will! peacetime market.” 
| 
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It's a professional show from blare of trumpet to final curtain 


MODELS FOR VICTORY 


or, the Photographers Secret Weapon! 


Fr, iday ‘Fe bruary LD 
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The President has said that loyal opposition is 


| healthy part of a living democracy. 


Goebbels and his propaganda machine have 
een in this American institution an Axis oppor- 
unity. They use the cloak of loyal opposition 
s a disguise for Axis rumors. 


It’s a clever disguise, too! For it makes the 
rushing of vicious enemy propaganda seem like 


‘tamping on an inalienable American right. 


How can you peer beneath the cloak and de- 
‘ermine whether friend or enemy is inside? Try 
this. If any “news,” hearsay, gossip, or casual 
remark implies criticism, test it against these 
rumor-detectors: 


1. Does it hurt morale? 

2. Does it cause distrust of our government, busi- 
ness, or labor? 

3. Does it discredit our Allies? 


4. Does it benefit our enemies? 


IF IT DOES ANY OR ALL OF THESE THINGS — 
have no doubt that you are face-to-face with a 


genuine born-in-Berlin rumor. 


Have no hesitancy in pointing out its parent- 
age. Point it out to any and everyone who re- 
peats the rumor to you. Ask them not to repeat 


it again. 


Then enlist them in the patriotic work of stop- 


A 
Bese 


ping rumors. Only a nationwide organization of 
Rumor-Wardens can cope with the fecundity and 


ingenuity of the Axis propaganda machine. 


YOUNG & RUBICAM, INC. 


advertising 


NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO 
HOLLYWOOD - MONTREAL + TORONTO 
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Published in The Dayton 
Journal-Herald, Jan. 18, 1943 


A Report 


TO OUR READERS 
AND ADVERTISERS 


During 1942 thousands of families became new readers of The Dayton 
Journal-Herald. This growth has amounted to a 36 per cent increase 
in DAILY NET PAID CIRCULATION during the past six years! 


Today 87,300 families buy The Journal-Herald Daily (55;404 evening 
and 31,896 morning). The Sunday Journal-Herald now has 68,539 


net paid circulation. 


PROGRESS in NET PAID ADVERTISING 


The Journal-Herald, Evening and Sunday, showed notable progress during 1942, 
with a TOTAL GAIN of 106,129 lines as against a TOTAL LOSS of 476,309 lines in 
the other Evening and Sunday paper. These figures indicate a trend in advertising 
preference amounting to 582,438 lines, or a difference of approximately 245 PAGES 
NET PAID ADVERTISING in favor of The Herald and Sunday Journal-Herald, 
as against 1941, by direct comparison. (Morning and Sunday The Journal-Herald 
showed a gain of 110,819 lines.) 


The linage tabulations are from Media Records, and are 
available to any advertiser. (We use Evening and Sunday 


figures to simplify comparisons.) 


ADVERTISING JOURNAL-HERALD OTHER PAPER 


LAS 1942 LINAGE TREND 1942 LINAGE TREND 
c SIFICATION (EVENING and SUNDAY ONLY)|](EVENING and SUNDAY ONLY) 


RETAIL DISPLAY 256,560 GAIN 147,248 LOSS 
GE! /ERAL DISPLAY 56,541 GAIN 4,278 LOSS 
Automotive, Legal and Financial 342,244 LOSS 400,562 LOSS 
CLASSIFIED 135,272 GAIN 75,77 GAIN 
TOTAL ADVERTISING 106.129 GAIN 476.309 LOSS 


We pledge to our readers and advertisers a continuance 
of our interest and a sincere desire to serve in the best 


possible manner. 


THE DAYTON 
JOURNAL-HERALD 


DAYTON, OHIO 


Represented Nationally by The Geo. A. MeDevitt Co. 


| Elinor F. Sylvester reports in the advising consumers to avoid a rush this 
/current issue of Foreign Commerce 


|under regulations effective Nov. 12, 


a a ——— 


Ban Adjectives in “OINT APPEAL. 


Australian Copy Gear lal lames fs 


on Rationed Goods © EVEN IN WARTIME 


Severe Restrictions 
Placed on Promotion 
of Scarce Items 


Washington, D. C., Jan. 26.— 
When goods are rationed in Aus- 
tralia they cease to be “glamorous,” 
“exciting,” “exotic” or any of the 
other well-known advertising adjec- 
tives, because advertising of ra | Remember Mpiy «the Josmee te Jour Chee te Blo Midig « Saicrg, 
tioned goods is under strict govern-| _ —  — 
ment control and copy may be only Dry cleaners of Milwaukee, Wis., joined 
of a “purely directive” nature, in this recent large-space advertisement 


spring by sending their spring and sum. 
mer garments to the cleaners now. Dry 
cleaning is promoted both as a hygienic 
agent and patriotic conservation measure 


Weekly, published by the Depart- 
ment of Commerce. 

Six methods of advertising ra- 
tioned commodities are permitted 


enforcement of the rationing pro- 
gram, to conserve manpower, and t 
conserve paper stocks and othe 
printing materials.” 

Goods under rationing, at the 


1942, Miss Sylvester reports, includ- 
ing unillustrated posters, showcards 
and window stickers in shops sell- 
| ing the item; unillustrated movie time of the order, included yarns: 
| films or slides; mail order catalogs | cloth of all kinds made wholly or 
which can be mailed only to per-| 


“ed ; mainly from a textile other than 
sons residing more than 15 miles | jute: wearing apparel; blankets: 
from the post offices of leading | ped and table linen, towels and 
cities; newspaper and periodical |}, sndkerchiefs; footwear of all kinds: 
| advertising, subject to restrictions and tea and sugar. Custom tailor- 
jon type of lettering, illustrations, ing of men’s and boys’ outer gar- 
etc.; and by outdoor signs which ments including service uniforms, 
porte already = existence, but no was the only service on the ration 
such signs can be repaired, r= | jict 
newed or replaced. Radio advertis-| ~~ 
ing must be purely directive, in | - 7 
accordance with prepared scripts, | St. Clair Resigns 
and without ad-libbing. | W. Hz. St. Clair has retired from 

|\his position as president and gen- 
Subject Matter Limited cont anaes of ‘Veoderioh and Nel. 
Subject matter of advertising| son, Seattle department store owned 
copy is limited to the name and|by Marshall Field & Co., Chicago. 
address of the advertiser, an estab-| William S. Street, general merchan- 
lished slogan, a_ statement that | dise manager, will succeed Mr. St. 
specified rationed goods are avail- | Clair. 
able and their price; trade name or 
trademark of the rationed goods; 


onan! BALTIMORE'S BLUE 

nomically, or its life can be pro- ; me 

— NETWORK 
OUTLET 
’ % 


A patriotic appeal may be in-| 
cluded, Miss Sylvester reports, but 
no selling adjectives. If the price 
is mentioned, the number of cou- 
pons required must also be men-| 
tioned. And if the advertiser wants 
to include unrationed goods in the | 
same advertisement with rationed | 
goods, or in another advertisement | 
to appear on the same page or a| 
facing page, the copy for the unra- | 
tioned goods must conform in every 
way with the rationed goods copy. 

As for illustrations, Australian 
art directors are having their trou- 
bles. Illustrations may be _ used, 
but even though the original regu- 
lation declaring that the human} 
figure could not be included has| 
been withdrawn, there are. still! 
plenty of problems. It is permis- 
sible to show parts of the human 
figure when this is necessary to de- 
pict the garments advertised, such 
as dresses, hats and coats, but “un- 
necessary” use is still forbidden. 

No single illustration of rationed 
merchandise may occupy more than 
6 square inches of space, and the 
total space devoted to illustrations 
may not exceed 24 square inches or 
one-third the area of the advertise- | 
ment, whichever is less. The size 
of type varies with the size of the 
copy, but is also rigidly regulated. | 


One Shoe Only | 


On the catalog front, only one | 
shoe out of a pair can be shown, | 
and only one view of a coat or| 
dress—no front and back pictures. 
Pictures of articles such as dresses, 
suits, coats, etc., can’t exceed 12 
square inches; hats, pajamas, chil- 
dren’s clothes, blankets and house- | 
hold linens may not be illustrated | 
in more than 6 square inches; and 
other illustrations may not be more | cea tage 2 we 
than 4 square inches. Catalogs can’t John Elmer, President 
be distributed at all before they're | BeeeyhRyr mn Crt Cicer OM Cull (ig 
approved by the Deputy Director of | F: 


7 


y 


Rationing. | % _ National Representatives: 
“The authorities say the purpose | ME) 20) MB.) 8 3-nl, lemme 


of the new order is threefold,” Miss | New York - Chicago - San Francisco 
| Sylvester reports; “to aid in the] 
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The dictionary defines IMPORTANT as something that possesses weight or con- 
sequence; a thing of valuable content. 


** Today it is self-evident that nothing is so important to Management as a complete 
understanding of the week-by-week news of national affairs. 


“To attempt to guide a business organization through the maze of regulations, re- 
strictions and directives which originate at the ‘G.H.Q. of Industry’ in Washington 
without the analyses and forecasts printed in The United States News is much like 


sailing a vessel through the waters of Scylla and Charybdis without a rudder. 


‘*Edgar Monsanto Queeny, President of the Monsanto Chemical Company confirms 
this homely simile. I quote: 


"The United States News is a "must" Monday morning reading 
wherever I may be. Covering the national policy news front, 
as it does, it has become literally an operating bible for 
the industrial executive. ' 


**Management men in many industries testify again and again and in quite similar 
phraseology to the importance of this publication. Shakespeare, wise as ever, fore- 
saw the direction of the circulation curve when he wrote: ‘At our importance hither is 


53 
he* come. 


at present is more than 200,000 


Daniel W. Ashley, Vice President in charge of Advertising 


HE ONLY WEEKLY NEWSMAGAZINE DEVOTED EXCLUSIVELY TO NEWS OF NATIONAL AFFAIRS 


M4 J = oe 
ie: : ‘ 2 ae ca 
: aa 7 oe | | oo : 
e Bat Rs, > ee - ag ' otic igs —_ we ha C a i _ ey ee 
2 re ae ee a ght: gil 
i, eo ee ee I~ ” hia ene mh 
~ eee acca , a i Bi — «| rh Wig ee "6 Rie 
= ora Be a eo ae . ~~ ae reer 
- iy, =a f ‘pares SS : 
: aan ‘ _ “OE eg : # / : a " Nes : a eee 7 : 4 
¥, i. i ee ee ete nee Bi in 
"5 ~" , a : eas aie Deli, wien ak: 4 i 
f - ; Te 
« ; ' i ‘ - 
- eee” a ee geal 66 coi i acs ae git ‘ > 
; i : a “ ; ie al ae : ie » oar ee, 
..' : — oe CF 7 _ | oe oem yg * 
7 el zi ae P & a = a a c — is te 4 a f c, . { ae he 
from = : | i me ei | ae ; is Ss se ree’ os fo 3 : 
s S ie BU ar me & 1 fo .? Ses / 
Nel- Pa 
vned z 
‘ago, Bes 
han- ad 
. St. ‘a 
ee . 
is 
; J 
ee | 
s 
DN 
A 
it 
Bi: 4 
THE a 
Z 9 Pe Ae 
Oy a. 
° : biti 
nited 4 
§ tates 
x 
“ae 
i ay atic 
ae ssa ed 
a 
fine oe 
d xs oa ia . aw ; me , 2 , -y ‘. Sa ; ; ° Kies 7 . = = 3 ‘ oe 3 ps % si ig é ‘ar : : Sy ‘ 6s os ae La : : me: }* 
ba PN Cg ae ee = . : ~ 4 - ak ees OR as oe i“ - m3 . as = ‘ va ‘ '* rp = as tI, ai ~ 


Advertising Age | 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered in U. S. Patent Office 
Entire Contents Copyright, 1942, by Advertising Publications, Inc. 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 
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_A SHIFT IN CONSUMER INTEREST _ Information 
for 
Advertisers 


ae | 


~ 


The following documents may | 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his busines: 
letterhead. 


| No. 2113. Girls’ Poll of Favorit 


| How 3,000 readers of Calling Ajj 
Girls rated their favorites, from 4 
(for author) through a long alpha- 
\betical list including cereals, face 
/creams, rouge and soft drinks to 
tooth paste, is shown in detail in 
| this report issued by Parents’ Insti- 
itute. The report, which indicates 


Publication Office, 100 E. Ohio St., Chicago 
New York Office, 330 W. 42nd St...... ver ..Tel. BRyant 9-6432 | 
Washington Editorial Office, 1226 National Press Bldg............. Tel. REpublic 7659 | 

G. D. CRAIN, JR., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary | 


aac Sta Mik 1337 | 


an -~ oe fm |) A ee, 


Editorial Department 
S. R. BERNSTEIN, Editor; HAL BURNETT, Washington Editor; JOHN B. MILLER, 
Managing Editor; MURRAY E. CRAIN, FRANK HICKS, RALPH O. McGRAW, E. C. | 
HALL, JOHN CRICHTON, STEPHEN BOOKE and E. WEBER, Associate Editors | 


, , 
Correspondents in All Principal Cities 


Advertising Department 
Charles B. Groomes, Advertising Director 
*NEW YORK: E. F. Thayer, Eastern Advertising Manager; Carl Doty, Eric Tomsett 
CHICAGO: O. L. Bruns, Western Advertising Manager; J. F. Johnson. SAN FRAN- 


CISCO: Simpson-Reilly, Ltd., Russ Bldg., Max Hunter, Manager. 
Simpson-Reilly, Ltd. Garfield Bldg., Walter S. Reilly, Manager. 


LOS ANGELES: 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America. 
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Civilian Prospects Improve 


February |, 1943 


A highly significant statement by | 


Donald M. Nelson, chairman of the! New 
War Production Board, was carried | sociation, was reported as saying 


recently by the Associated 


leading newspapers of the country. 


Press, | that while pressure is being put on 
and made headlines in most of the| American textile mills to use wool 


| 


Mr. Nelson said that the govern- | 


ment is nearing the end of trimming 
the civilian economy, and that little 
surplus remains which, if taken 


| pointed out, creates a 


away, would make any substantial | 


contribution to war _ production. 
There is not much more trimming 
of consumer goods, he told his press 
conference, which would yield sub- 
stantial quantities of war material. 


Another slant on the same im-| 
supplied by) 
| both 


portant subject was 
comments of American wool grow- 
ers at a meeting of the National 
Wool Marketing Corporation in Chi- 
cago, when vigorous protests were 


made against current policies of | billion pounds of wool in this coun- difficult to tell which day’s paper |has issued this new analysis yw 

WPB and OPA, which the growers | try by the end of the war. they were reading, they say. |Memphis ren eg Ay “— 
: , acts 2a , an 

believe are handicapping domestic! In planning our war program, with facts about the grow 


wool production and sales, 


while | 


opening the gates for importation cf | 


British and other foreign-made fab- 
rics. 
markets are being reduced, while 
other nations engaged in the war 
are able to continue manufacturing 
and selling woolen 


Savings Bank. Buy now! No. 2053. Mr. Hooper Tours 4a 
rer ——————— 7 . had charge of Army papers for the 
country. classifications of products. : > | cet. 
7 _ ee Surgeon General of the Army dur-| Blanket ™ 
pay “fantastic prices” for things | ing the last war, and who organized | The Hooper “tour” reported in 


This Is Not England 


Mrs. Roosevelt and other spokes- 


on the little brute” and instead |. dium out of the cover-a-market 
re eee - ; ssue s e > é 2 OOK ver | ‘ 

men for the administration have} similar sacrifices will be necessary|puy savings certificates, No such sg ge yn “ig It OVer | Klass to the blanket-a-market clas 
e = = * . 7 ' 7 @ f 1e > m 2y 4 > : as s - a . . 2 

commented recently on the success-| in the United States. direct anti-buying advertising has om Om athens a ee Maps and charts of listening index« 


ful way in which British publishers 


have accommodated themselves to 


greatly reduced supplies of paper, | 


and how well the public has been 
served through the smaller editions 


There has| pe ttleus Adverticin individuality in the process. In the} tion. 
of newspapers and magazines now) been a waiting list of advertisers, aie g latter group is Wartey’s, wallpaper, | Traffic World has issued th 
being published. and both production and sales costs| Talking about the value of repeti- 


There has been an 
that since our British 
managed very well during the war 
period with sizes of newspapers and 
periodicals limited by supplies of 
25 per cent or less of normal paper 
stocks, we in this should 


implication 


country 


cousins have 


|of intensive production, following a 
In their opinion, our domestic | 


goods in this| 


10 Cents a Copy, $2 a Year 


Floyd W. Lee, president of the 
Mexico Wool Growers’ As- 


substitutes and mixtures, there is 
no limitation on imports of high 
quality cloth made in Great Britain. 
The enforced use of substitutes, he 
market for 
English textile manufacturers, and 
puts our own mills at a great disad- 
vantage. Mr. Lee does not believe 
that there is a wool shortage justi- 
fying present restrictions on do- 
mestic manufacture of woolens. 
“Stocks have increased tremen- 
dously,” he asserted, saying that 
commercial stocks and those 
held for strategic purposes are much 
larger than they have been. He 
predicted a stock of as high as two 


military needs of course have come 
first. But after more than a year 


year and a half of the defense pro- 
gram, our supplies seem to be 
gradually catching up to needs. This 
may mean a better picture for civil- 
ian consumption, at least in some 


| posed, but it does not follow that 


not complain if we find it necessary | 


to cut down on the size and circula- 
tions of publications here 

The fact that Great Britain de- 
pends entirely on imports of paper 
from abroad, and that cargo space 
used for paper must compete with 
many other products, such as muni- 
tions and food, absolutely necessary 


It is true that British publishers 
are prosperous in spite of the paper 
cuts, because of the great demand 
for information and consequent high 
subscription income. 


are down. 

But the problem is primarily that 
of the public rather than the press, 
and it is already evident that even| 
with a 10 per cent cut in paper used 
by newspapers and periodicals in 
the United States, there will be dif- 
ficulty in giving the public adequate 
service from the standpoint of main- 
taining our vitally necessary chan- 
nels of communication. 

There is talk that another 25 per 
cent cut is in the offing, and it may 
be time to stop, look and listen to 
see if this shrinkage in the public 
information services of the country 


| that don’t “help the war a bit,” and 


“War Production News,” B. F. 


"Don't just sit there! Get out 


| 


Goodrich Co 


and see if he's hurt the tire!" 


Ad-libbing | 


No Luxuries 

The National Savings Committee 
of Great Britain has just begun its 
most ambitious anti-buying cam- 
paign, inventing, in the process, the 
“squander bug” shown here, as he 
appears in his native habitat. The 
squander bug urges Britishers to 


COME ON! 
“FANTASTIC 
PRICES AND 
IT DOESNT 
HELP THE WAR 


Beware Tue SQUANDER BUG/ 


He's EVERYWHERE—in the streets, 
shops, and market places, trying to 
get you to buy things you don’t 
need. He's on the side of the Nazis, 


Savings Certificates cost 
18+ and are worth 20 6 
im 10 Years—inereate 
free of income tax. They 
devouring good money that ought to can be bought by instal- 
be fighting for Britain. Turn your | ments with 6d, 26 of 
back on the little brute! See that s- Savings Stamps 
your money does a war job! Join a through your Savings 
Savings Group and buy one or more | Oe“? or 
Savings Certificates every week ! Post Office or Trustee 


the National Savings Committee 
urges the public to “turn your back 


appeared in this country yet, and 
none is likely, although innumerable | 
“don’t buy” pieces of copy have| 
already appeared. 


extra burden on our telephone lines, 
already crowded with calls concern- 
ing war orders. Also, we have been 
called by lawyers who say they rep- 
resent Timken employes or former 
employes, but you do not need to 
engage the services of a lawyer. 

“Please do not be impatient with | 
the War Labor Board at this ap- 
parent delay. Undoubtedly, the} 
strike in the anthracite coal field | 
has been taking a great deal of their | 
time. Remember that they have a} 
tremendous amount of work piled | 


|up from all over the country, and 
,that they must give each case con- 
|siderable study and deliberation.” 


Fortunately, the War Labor Board 
ruling finally came through, and | 
true to its word, Timken published 
its terms in large-space advertising, 
thus relieving the monotony. Local 
newspaper readers were finding it) 


Jottings 

As you may recall, this publica-| 
tion advised you some time ago that | 
the post newspaper published at| 
Fort Sheridan, Ill., had been taken | 
over by a group of Chicago admen 
who had incorporated not for profit. 
Now comes Kellogg Patterson, who} 


the Fort Sheridan venture, to report | 
that the paper is doing all right, 
having shown a profit on 


every | 


goes to the post commandant for 
use in entertainment work on the} 
DOS. . « 


Some businesses just go out of 


| business; others give play to their| 


tion in advertising, consider the}! 
strange case of Timken Roller Bear- | 
ing Company, which published the | 
same advertisement for at least 15] 
consecutive days in Columbus, O.,, 
newspapers, the only change made} 
from day to day being in the num-| 
ber of days mentioned in the ad- 
vertisement. 

“Attention, Timken employes,” 
said this unusual copy, repeated day 
after day. “The Timken company 
has still received no notice from 
the War Labor Board regarding 
statements published by CIO lead- 
ers in the newspapers to the effect 
that the War Labor Board made its 
decision regarding wages and other 


paint and glass store in Waterloo, 
Ia. When Mr. Wartey took large} 
newspaper space to announce that | 
he was quitting business, he spoke | 
right out with vigor: “The time | 
comes for everything. When the | 
time comes that we must die, we 
can't help ourselves. The time came 
when we should quit this business | 
for the best of my interests. We} 
are quitting while quitting is good. | 
We haven’t made any money for | 
the last 12 years, and if you don’t 
make any money, you are losing... 
and we haven’t much to lose any 
more... Out of town customers will 
be given service on their wallpaper | 
the same day they buy it: our local | 


| scribes the scope of its market, buy- 


jand retail sales, a list of the impor- 


and a 


that brand preferences are definite 
among this teen-age group, contains 
a complete tabulation of brand rat- 
ings. 


No. 2114. Lights, Camera, Action! 


Major steps in the production of 
motion pictures are illustrated in 
this brochure issued by Associated 
Screen News Ltd., Montreal. The 
brochure discusses why and how to 
use this medium and the cost. 


No. 2115. The Streamlined Route to 
Your Cash Register. 
The Milwaukee Labor Press, of- 
ficial A. F. of L. weekly newspaper, 
has issued this folder, which de- 


ing power and reader interest of its 
subscribers. 


No. 2116. A Few Minutes with the 
Editor. 


The Saturday Evening Post has 
issued this progress report, which 
gives in detail the findings on in- 
creased readership resulting from 
the changes effected by the Post's 
new editor. Starting with photo- 
graphs of the editor and his staff 
at work, the brochure outlines the 
editorial philosophy behind the new 
Post and records the progress in 
carrying out the changes. 


No. 2059. Memphis: The City, Its 
Markets and Its Newspapers. 


Memphis Publishing Company 


business activity of the city and its 
trade area. Tables show wholesale 


tant wholesale and retail outlets, 
circulation analysis which 
gives the county-by-county cover- 
age of the Commercial Appeal and 
the Press-Scimitar. 


this brochure, issued by WJR, De- 
troit, sought to learn the degree of 


penetration needed to take a me- 


provide a thorough analysis of t! 
station’s blanketage. 


No. 2056. A Guide to Effecti 
Freight Transportation Prom 


manual on truck, rail, water and a 
freight transportation promotio 
based on a Ross Federal survey 
shippers in 14 cities from coast 
coast. The manual discusses, amo! 
other things, the opportunity f 
promotion of war and _  postw: 
freight services; problems encou! 
tered in selection of freight carri 
service; what shippers want stresse¢ 
in freight advertisements and e> 
amples of current freight can 
paigns. 

No. 2106. Sales Strategy 

Calls for Movement. 


In this new market study, Parac 
reports that almost 2,000,000 peop 


Toda 


customers will have to wait until|have moved from their form 
to the conduct of the war, makes! will prove to be necessary. If not, Matters 15 days ago. the day after. Delivery service|places of residence since 1940, a! 
their condition entirely different} the public will demand that as “As soon as we get notice from) will have to suit our gas allowance. | that more than one-third ha\ 
from that which prevails here. Brit-| nearly normal facilities as possible the National War Labor Board. we Don't phone to our store for|moved into the 16 Parade citie 


ain has courageously met the severe 


problems which the war has im- 


under 
tained. 


war conditions be main- 


will notify you promptly through 
an advertisement in this paper. In 
the meantime, please do not put an 


prices as we will not quote them to 
you.” And much more of the 
same... 


Market by market the booklet out 
lines the people, buying power, ré 
tail sales and coverage of its area 
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Nets York Office 
Is Set Up for 
Advertising Study 


New York, Jan. 28. — Howard 
Huston, assistant to the president of 
American Cyanamid Company, New 
York, has been named chairman of 
the progress committee which will 
guide the operation of The Adver- 
tising Study, newly-organized body 
of business men which is sponsoring 
4 $200,000 drive for funds with 
which to make a study of the eco- 
nomic and social functions of ad- 
vertising and to disseminate the re- 
sults of the study to business and 
the public. 

D. H. Killeffer, chemical engineer 
and publicity and public relations 
counsel for several chemical manu- 
facturing companies, has _ been 
named executive secretary of the) 
group, on a part-time basis, and 


| 


Names Detroit Agency 


American Brake Shoe & Foundry 
Company, Detroit, has appointed 
Brooke, Smith, French & Dorrance, 
New York and Detroit, to direct ad- 
vertising. In its 1943 advertising 
the company will spotlight the im- 
portant role that parts manufactur- 
ers are playing in the war produc- 
tion program. An extensive list of 
business papers will be used. 


Martin Back to Post 


John Martin has resigned as co- 
ordinator of government advertising 
and secretary of the International 
Departmental Publicity Committee 
at Ottawa, and has returned to his 
former position as advertising man- 
ager of Massey-Harris Company, 
Toronto. 


Colors Available | 
Despite WPB Order, 
Inkmakers Contend 


i lishing 


New York, Jan. 26.—The National 


[Pesce Bin of Printing Ink Makers 
assured advertisers this week that 


there will be “an ample supply of 
color inks for permissible uses,’ de- 
spite the War Production Board’s 
amended conservation order M-103 
of Jan. 21, which limits purchasers 


Sloane, secretary of the association, 
pointed out in a special bulletin. 

“It limits purchases by inkmakers 
of one class of color pigments. It 
does not, however, limit use, 
even to the inkmaker, of those pig- 
ments, in excess of such purchases, 
if he has the extra material on 
hand. Nor does it affect the other 
classes of pigments used, which 
make up by far the greater sources 
of the colors for our industry pur- 
poses. 

“Due to the decline in consump- 


the 


of certain organic pigments by ink- | tion of color used in many fields 


makers 
supply. 


to 60% of their former! which have been curtailed since the he 


start of the war and further due to 


“M-103 places no restriction on|modern research which anticipated 
the use of color in advertising, pub-|many of the problems presented, 


or printing,” 


David H.ithere will be an ample supply of! on the payroll deduction plan. 


| color inks for permissible uses.” 

| The association suggested that ad- 
vertisers check with their printers 
lor lithographers on availability of 
color inks. 


Mitchell Named V-P 


| 

Charles W. Mitchell has been 
elected a vice-president of Branham 
Company, newspaper representa- 
tive. He has been associated with 
the company for the past 25 years. 


‘Awarded Bull’s-Eye 


Reo Motors, Lansing, Mich., has 
en awarded the Treasury’s De- 
|partment’s war bond bull’s-eye flag 
|for having reached 11.35% partici- 
pation in the purchase of war bonds 


| 


offices have been set up at 60 ~ 


42nd St. 

The $60,000 in cash and pledges 
reported last week (AA, Jan. 25) 
has now been swollen by an addi- 
tional $10,000, it is reported, with 
intensive solicitation of funds still 
to be begun. 

The committee in charge has re- 
quested the Association of National 


| 


. . * »s | 
Advertisers and leading advertising 


agencies to set up a sort of steering 
committee to work with The Adver- 
tising Study’s progress committee in 
steering the project through to com- 
pletion. As previously reported, the 
actual study, to be started as soon as 
the necessary funds have been 
raised, will be conducted by the Na- 
tional Industrial Conference Board. 
One-half of the $200,000 sought will 
be earmarked for the study, with 
the remainder to be made available 
for its dissemination. 

Research work is expected to start 
in a month or so, and it is antici- 
pated that a report will be forth- 
coming from the conference board 
within eight to ten months from 
that time. 


Pyle Appointed 
Managing Director 


Charles G. Pyle has been ap- 
pointed managing director of Na- 
tional Electrical Wholesalers As- 


sociation with headquarters in New 
York. Mr. Pyle formerly was with 
Sylvania Electric Products as gen- 
eral sales manager of the lighting 
division. 


Sta-Rite Promotes Himan 


Sta-Rite Ginnie Lou Inc., Shelby- 
ville, Ill., maker of hair and bobby 
pins, has appointed Charles Himan 

sales manager. Mr. Himan for- 
merly was manager of the com- 
pany’s St. Louis office, which has 
been closed for the duration. 


CW 


It's the first thing 


reader is 


In faet. 


every 
an editor. 
they think of when they hear 


a joke or have a question. 
(75.249) such voluntary edi- 
torial items were received 


during 1941.) Just such events 


assure advertisers of intense 
reader interest. the kind that 
been results 


has producing 


consistently for 27 years. 


EAPPER'S WEEKLY 


373,000 Subscribers 


ba ie 
: 


mended ...who, because of 


provincial bias, joins BW’s 


flow of dispatches on the political and e Ane ic trends in the nations 


to the south... trends of both immed 


Editor chose one maim... : 


Reporting for manageme 
spective—for on it are b 


American assignments, 6 


mobilized American industry. 


BW readers have bee 


Latin America in report of the Foreian Editor's trip. A reprinted collec- 


\ 


wd important 


ing t 


siness decisions. On 


receiving foretaste of what is to come out of 


J) 
tion is now available to you on request. 
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lt is no secret that there have been dynamic 
changes in The Saturday Evening Post. Readers, 
advertisers, people everywhere, have been talk- 
ing about the new Post. 

Quickly a question sprang to minds and lips 
throughout the country: “How do people like 
the new Post?” 

The answer (now certain beyond all doubt) 
is that people like it. Plenty. 

% ... THE NEW POST 


IS 30% 


a 


Pictured above are Post 
Editors at their weekly 
Editorial Conference. 


How do we know? Why are we so confident? 


Continuous editorial research among Post 
readers, carefully conducted for the benefit of 
Post editors, reveals some startling facts. 


Listen to this . 


The new Post is 30% better read 
Women are spending 32% more time 
with each issue. Men 28% more 


BETTER READ 
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Those are amazing facts when you remember 
that Post readers always have spent hours with 
the magazine—not just minutes. 


What does this mean to advertisers? Prob- 
ably the biggest bonus in public attention ever 
created by a publication. Advertisements in the 
new Post have a greater opportunity than ever 
before to impress Post readers, America’s best 
customers. 


NOTE: Details of this editorial survey will be supplied gladly by any 
Post representative. 
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Wartime Package 
Shifts Shown in 
‘5 & 10’ Contest 


New York, Jan. 27.—A noticeable | 
injected | 
ee ae 


wartime flavor has been 
into the tenth annual 
packaging contest sponsored by Syn- 
dictate Store Merchandiser. Awards 
announced by the judging commit- 
tee ranged through nine product 
classifications, from lipsticks to a 
corset repair kit, evincing the sharp 
transition from metal containers to 
those of paper and plastic. 

In the cosmetic division, Kissproof 
lipstick, made by Affiliated Prod- 
ucts, Inc., was cited for having the 


| stick lipstick, manufactured by Tip- | age produced as the result of war- 


stick Cosmetics, greatest merchan- 
|dising value gained from packaging 
|design; and Cutex powder polish, 
made by Northam Warren Corpora- 
|tion, headed the list as best all 


around “substitute” package pro- 
duced as the result of wartime 
restrictions 


Sitroux tissues and kerchiefs, pro- 
duced by the Sitroux Company, had 
greatest counter display value in 
the toilet goods and drug sundries 
class. Sno-Mist, Phillips & Benja- 
min Company, made best use of 
packaging materials; Spee-D Hone, 
Duer Sales, Inc., derived greatest 
merchandising value gained from 
| Packaging design; while Pebeco 
|tooth powder was dressed in the 


time restrictions. 


Other categories included notions, | 


ready -to- wear and adornments, 


confectionery and food products, | 


hardware and household products, 
stationery and toys, special holiday 
goods and novelties and miscella- 
neous. 


‘MODERN PACKAGING’ 
CONTEST DRAWS 8,000 


New York, Jan. 28.—Aided by 
rigid wartime restrictions, paper 
and glass dominated the 12th An- 
nual All-America Package Compe- 
tition conducted by Modern Pack- 
aging. The 8,000 entries, far less 
than in former years when the con- 
test attracted as many as 35,000, 


greatest counter display value; Tip-| best all-around “substitute” pack-| mainly featured conversions from 


| metal and foil containers and clos- 
|; ures. They were put on temporary 
display for judges’ inspection last 
| week, and will be available for pub- 
lic inspection in the offices of Mod- 
ern Packaging within ten days. 

The entries indicate that manu- 
facturers have striven mightily to 
reduce the bulk factor and sharply 
curtail required shipping space, but 
some experts assert that package 
designers have not gone far enough 
in slashing paper wastage in many 
cases of switch-over from metal, 
with the result that more rigorous 
allocations will probably necessitate 
redesigning. 

One company has developed a 
substitute for metal and foil, com- 
posed of lead foil, kraft paper, cello- 
phane, a thermoplastic material and 


Gome 


national spot time on WGN than on 


ony 


Chicago stations combined 


A Clear Channel Station 


OOF. - 


Like a boy and his dog... 
Like Flatbush and the Dodgers... 


Like Hollywood and the movies... 


LIKE CHICAGO AND WGN... 


The erudite call it mutuality but we say—" Some 
things just belong.” It's that way with Chicago and WGN 
The people of Chicago are so well aware of WGN 
as THE Chicago station that in surveys they have chosen 
WGN “Chicago's outstanding radio station.” 
The advertisers in the Chicago market have also been 
aware of this fact for in 1942 they placed more local and 


other two mogyjor 


MUT 


50,000 Watts 


(5 
| 


UAL 


720 Kilocycles 


BROADCASTING SYSTEM 


EASTERN SALES OFFICE: 220 E. 


42nd Street, New York, N. Y. 


A go 


oe 


* 


PAUL H. RAYMER CO., Los Angeles, Cal., Son Francisco, Cal. 


KEEP THE BONDS 


Fist Industrial Bank 


The dangers of panicky selling of war 
bonds to cover income tax payments are 
pointed out in this timely message car- 
ried in the Akron Beacon Journal by the 
First Industrial Bank of Akron. Jessop 
Advertising Co. handles the account. 


asphalt, which is said to have 
proved itself under highly trying 
conditions. 

A newly - developed treated bag 
containing a malt liquid; tooth- 
powder cloaked in a shaker-shaped 
| cardboard container; a paper closure 
on a glass tobacco jar; and record 
albums made solely of corrugated 
board and single strips of paper are 
included in the exhibit. 

Awards will be 
April 1. 


announced 


NIAA Bulletin Explains 
‘Space Rate Problems 


National Industrial Advertisers 
Association, Chicago, has published 
a bulletin entitled “Yardsticks for 
|Consideration When Space Rates 
Are Increased in Industrial and 
Trade Publications.” 

The purpose of this bulletin is to 
| set forth some of the yardsticks 
commonly used in_ considering 
| budget and schedule readjustments 
that may be necessitated by pub- 
lication rate increases. 


Advisory Board Issues 
Tips for Wine Promotion 


The Wine Advisory Board, San 
|Francisco, has made available to 
dealers in booklet form a_ helpful! 


guide in composing wine advertise- 
ments. 

More than 50 layouts for news- 
paper, handbill and direct mai! 
advertising are included in_ th 
| year-around guide, and all of th 
illustrations shown are available 
| free from the Wine Advisory Board 
| 85 Second St. 


MARY NELL KLING 


Home Economist 


HOUSANDS of women 

buyers in the rich Cen- 
tral Pennsylvania and 
Northern Maryland mar- 
kets listen to WSBA. En- 
thusiastic response to 
Mary Nell Kling’s 900 
Homemakers’ Club proves 
a large daily audience. 


WSBA’s full coverage of 
this rich territory is shown 
by ‘‘The Map That Mail 
Built.”’ 


The Time to Buy in Central Pennsylvan'« 
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Match Maker Cited 
by FIC for Red 
Cross Emblem Use 


Washington, D. C., Jan. 27.—The 
Federal Trade Commission yester- 
day filed a complaint against Candy 
Brothers Mfg. Company and Uni- 
versal Match Corporation, both of 
St. Louis, charging unlawful use of 
the name and emblem of the Ameri- 
can National Red Cross in connec- 
tion with the sale of cough drops 
and book matches. 

Also named in the complaint were 
Adolph H. Rosenberg and John 
Feinstein, who became, respectively, 
president of Universal and chair-_ 
man of the board of Candy Brothers | 
when the match maker purchased 
the cough drop company in 1936. 

In 1936, Candy Brothers was em- 
ploying a trademark of a Greek 
cross With equidistant arms of nar- 
row proportion, bearing the words 
“Trade Mark” and “Red Cross 
Cough Drops.” In 1940, Universal 
purchased the Cash Brothers Drug 
Company and Pure Drug Products, 
Inc., Jacksonville, Fla., makers of 
drug and pharmaceutical products 
sold under a Red Cross trademark. 


Manufacturer Not Named 


According to FTC, the respond-| 
ents have used misleading repre- 
sentations on containers and book 
match covers, in publication adver- 
tising, and on sample cough drops. 
Radio commercials have implied a 
connection with the American Na- 
tional Red Cross, the commission | 
alleges, and “in none of their ad- 
vertising . . . has Candy Brothers 
been mentioned as the manufacturer 
of the cough drops advertised.” 

Also, FTC says, in 1939, 1940 and 
1941, Candy Brothers used more} 
than 265 million books of matches | 
purchased from Universal for ad-| 


| 


INDIANA 


FORT WAYIE 


vertising cough drops, and although | progress were “flooded with book | Clarke Opens Office 


the Red Cross name and emblem 
appeared conspicuously on the cov- 
ers, the name of Candy Brothers 
was omitted entirely from one type 
of book and was “not readily visible 
on another.” 

While Red Cross membership 
campaigns were in progress in the 
East during 1941, the complaint 
says, Candy Brothers advertised the 
cough drops by furnishing dealers 
with window displays showing a 
young woman in a uniform re- 
sembling that of a Red Cross nurse, 
the name and emblem of the Red 
Cross also appearing on the dis- 
plays. At the same time, young 
women attired as nurses passed out 
samples of the cough drops and the 
cities where the drives were in 


matches advertising the same prod- 


uct,” FIC reports. cently as vice-president of McGraw- 

Prior to 1940, the FTC says, ¥i1) Publishing Company and pub- 
Candy Brothers employed in its ad-|jisher of Coal Age, Engineering and 
vertising the trademark it had reg-| Mining Journal and affiliated Mc- 
istered with the Patent Office.|Graw-Hill mining publications, has 
Since then, the narrow arms of the | opened his own offices in the News- 
cross have been widened and the| week building, 152 W. 42nd St., 
words “Red Cross Cough Drops” |New York. He will announce new 
and “Trade Mark” have been elimi-|Plans and associates in the near 
nated. future. 


NBC Advances Tollinger 
Poster Firm Changes Name, Ned Tollinger, NBC oe on 


Photo Process Poster Company,| director of the Bob Hope and Rudy 
Milwaukee, has changed its name to| Vallee programs, has been named 
Key Lithograph Company and has| production manager of the NBC 
taken new offices at 316 N. Milwau-| western division. He succeeds Wal- 
kee St. Its Chicago office is being| ter Bunker Jr., who has resigned to 
retained at 612 N. Michigan Ave.,| become producer of the Jack Benny 
with Glade C. Still as manager. program for Young & Rubicam. 


H. W. Clarke, who resigned re- 


Adclub Sponsors Lectures 


Pittsburgh Advertising Club is 
sponsoring a series of ten lectures 
on advertising and related mechan- 
ical processes, which is offered 
without charge to those interested 
in advertising and graphic arts at 
Pittsburgh Academy every Tuesday 
at 7:30 p. m. Edwin H. Stuart, 
president of Edwin H. Stuart Com- 
pany, typographer, is “dean” of the 
school. 


To Malcolm Advertising 


The American Institute of Re- 
frigeration has appointed Malcolm 
Advertising Agency, New York, to 
prepare a national advertising cam- 
paign promoting Certified cold fur 
storage and a national membership 
drive. Newspapers, posters and di- 
rect mail will be used. 


OT near-misses, but direct 


=» 


hits at the strategic 


points where you want to explode sales and feel 


ha 


IN RETAIL SALES 
THIS MONTH 


* Retail sales in Fort Wayne 
for the month of February, 
1943, are estimated at 
$7,300,000 as forecast by 
Sales Management. Again and 
| as usual in all indices Fort 
| Wayne is Indiana's second 
| l 

argest market. 


As projected in this forecast— 

Fort Wayne's retail sales this 

, month will exceed Indiana's 
3rd largest market by 27%. 


x~* * 


Have you seen our new market map? 
We'll be glad to send you one. 


| * 

o 
| Che News-Sentinel 
| 


Fort Wayne's Good Evening’ Newspaper 


FORT WAYNE, INDIANA 


alk -, 


That’s the difference between 
twenty-one in each attack. 


the concussion right in your sales manager's office. 


using one bomb—or 


The Yankee Network puts you on the target every 
time, for it multiplies sales effectiveness by the number 
of key markets it brings within range. There are twenty- 
one in all, covered by twenty-one stations, each with its 
own local identity, acceptance and neighborly influence 
to give on-the-spot impact to your campaign. 

Tie up with Yankee and tie in with these twenty-one 
markets that give you the New England population 


density and concentrated purchasing power you can 


translate into sales. 


rHe YANKEE NETWORK, nc. 


21 BROOKLINE AVENUE, 


Member of the Mutual Broadcasting System 
BOSTON, MASS. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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Biggest Newsstand Sellers 


February issue top, 


passing tts prior high b 


1,000,000 


AGE EARNER FAMILIES — two-thirds of 
urban America— get in wages 69¢ of every 
dollar spent to win the war. 

That’s why True Story —the only major magazine 
edited for Wage Earners—reaching more Wage 
Earners than any magazine published, is making 
. the greatest newsstand sales gains in its history. 
: aig Paras 4 a v4 Wage Earners are not only your best market 

2 today —but they are the only market big enough to 
support — after the war— your present war-expanded 
facilities. 

The time to build and maintain brand identity 


1941 1942 


for your product in this market is now! 


1943 


= 2 i E $ -_> : 
— 2533 E Bs zies Here’s a quick picture of the newsstand 
. increases for True Story—1942 over 1941: 
! 
2,200,000 4 . FEBRUARY up 29.2% 
! MARCH up 24.5% 
2,100,000 4 4 APRIL up 15.8% 
MAY up 25.6% 
2,000,000 + + JUNE up 42.8% 
bh a, JULY up 32.1% 
uecnen 4 eles AUGUST up 27.8% 
P .. | SEPTEMBER up 42.9% 
on ’ 1 , OCTOBER up 61.8% 
’ -. | NOVEMBER up 47.6% 
aie yi . DECEMBER up 72.9% 
JANUARY up 79.0% 
| 
_— ? ! FEBRUARY '43 over FEBRUARY '42 up 29.6% 
f ! 
1,900,000 +4 
| 
nl | 4 - 
we : S 
| 
a 
1,200,000 + | 
: 
1,100,000 + ! 
1,000,000 + True Story === 
os a meeaeeaee “MecCalls 
| ©ee@¢ ¢ @ \adies Home Journal 
won| sesenezeee look 
mpemense True Confessions 
tN ae 


"Figures from average quarterly statements, except for True Story figures for fourth 
quarter in 1942 and partial firet quarter im 1943 which are monthly publisher's figures. 
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ewsstand Gain 
13 Months! 


Why True Story 
Can Most Effectively Influence 


Wage Earner Families 


23 YEARS AGO—in 1919—the publishers of True 
Story uncovered an entirely new market of 
potential magazine buyers—the Wage Earner market. 
Riding the. first big Wage Earner boom, True Story hit 
2,000,000 within 5 years. 


True Story was the first magazine to talk Wage 
Earners’ language. It deals with subjects and situations 
they recognize and in which they are interested. It con- 
cerns itself with their problems. They understand True 
Story... True Story understands them. That is why today 
True Story reaches more Wage Earners than any other 
magazine—why advertisements in its pages are—on the 
average—better read than in any other magazine—why 
the booming Wage Earner market has given True Story 
the largest total sale in its entire 23-year history. 


Build your brand identity now for the period ahead 
in which Wage Earner families will determine by sheer 
tumber how your brand will rank. 


NO WONDER —True Story’s April issue 
just closed with the greatest volume of 
advertising dollars in 2 years! 


Suy! 


ONLY TRUE STORY GIVES YOU THESE 6 “EXTRAS”! | 


1. Most Wage Earners atLeastCost 2. Highest 
Average Ad Readership 


4. Least Duplicated Audience 5. Cover-to-Cover 
Readership 6. Moves with the Payrolls 


3. Record Pass-Along 


TRUE STORY PERFORMANCE BREAKING RECORDS 
IN KEY INDUSTRIAL AREAS! Read what these wholesalers say: 


DETROIT — CURRENT ISSUE OF TRUE STORY WILL HIT NEW HIGH IN NEWSSTAND 
SALE. BREAKING ALL PAST SALES RECORDS IN THE HISTORY OF THIS 
MAGAZINE. BUSINESS IS BOOMING HERE AND TRUE STORY IS BOOMING RIGHT 
ALONG WITH IT. HARRIS NEWS CO. 


SPRINGFIELD ILL. — FEBRUARY TRUE STORY SELLING AT ALL-TIME HIGH. 
SECOND HIGHEST OF ALL TITLES WE DISTRIBUTE. SPRINGFIELD NEWS CO. 


LOS ANGELES — FEBRURARY SALES NOTHING SHORT OF PHENOMENAL. FOR PAST 
6 MONTHS SALES OF TRUE STORY HAVE CONSISTENTLY HIT NEW HIGHS. 
SUNSET NEWS CO. 


NEW YORK — CURRENT TRUE STORY PERFORMANCE EXCEEDS THAT OF ANY OF THE 
MAJOR SELLING MAGAZINES. INTERBOROUGH NEWS. 


CLEVELAND —— FEBRUARY TRUE STORY WILL BE HIGHEST IN HISTORY. 
GEORGE R. KLEIN NEWS CO. 


PORTLAND, ME. — FEBRUARY TRUE STORY TOPPING EVERYTHING IN HOUSE. SHIP-= 
YARD PAYROLLS HIGHEST IN HISTORY. TURITZ NEWS CO. 


ATLANTA — FEBRUARY TRUE STORY LEADING ALL COMPETITION EXCEPT POSSIBLY 
LIFE. RUSH REORDER. R. & R. NEWS CO. 


FLINT — FEBRUARY SALE LARGEST A.B.C. SALE ANY IN MY AGENCY. 
CRITTENDEN NEWS CO. 


TOLEDO ——- FEBRUARY TRUE STORY BREAKING ALL RECORDS. RUSH ADDITIONAL 
COPIES. C. W. SMITH, BUCKEYE NEWS CO. 


NEWPORT NEWS —- NEW ALL-TIME HIGH SALE. INFLUX ARMY AND NAVY. PLEASE 
SHIP REORDER IMMEDIATELY. PENINSULA NEWS CO. 


INDIANAPOLIS —- FEBRUARY TRUE STORY SALES TERRIFIC. EXPECT CLEAN SALE. 
RUSH REORDER. E. J. KOCH, DeWOLF NEWS CO. 


SCHENECTADY —- TRUE STORY CURRENT SALE WILL REACH AN ALL-TIME HIGH. 
MORLOCK NEWS CO. 


TRENTON — BIG BOOM IN DEFENSE WORK RESULTING IN TREMENDOUS SALE. MUST 
HAVE MORE COPIES AT ONCE. BRAUNINGER NEWS CO. 


AKRON —— FEBRUARY TRUE STORY WILL BE ALL-TIME NEWSSTAND HIGH. 
CENTRAL NEWS CO. 


BALTIMORE — BOOMING WITH DEFENSE PLANTS. NEW ALL-TIME HIGH ON 
NEWSSTANDS. MARYLAND NEWS CO. 


BOSTON —- METROPOLITAN AREA SELLING MORE COPIES OF TRUE STORY THAN EVER 
BEFORE. BEG, BORROW OR STEAL AS MANY ADDED COPIES AS YOU CAN POSSIBLY 
SHIP. GREATER BOSTON DISTRIBUTORS. 
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Something Wrong? 

To the Editor: There sure is 
something wrong here. Look at the 
length of the dresses. 

Maybe Flexible ought to re-read 
that sentence on “the outmoded 
methods” and then call in Betty 
Grable. 

HERNDON A. OLIVER JR., 

Aluminum Company of Amer- 

ica, Pittsburgh. 


a. 


Morrow Gives ‘Ad Man’ 
His Views on Knowledge 


To the Editor: I have been inter- 
ested and edified by the weekly 
“Diary of an Ad Man.” It’s good 
stuff—stimulating every week. But 
may I suggest that the Jan. 10 entry 
anent knowledge does not go far 
enough nor deep enough. 

I know the maxim, “Knowledge 
is power,” is of ancient origin. Long 
before it was copper-engraved in 
the Spencerian copybook or used by 
a copyman, Francis Bacon and old 
Leviathan Hobbes (in the early 17th 
century) gave form and currency to 
the notion. But with all respect to 
ancient philosophers, may we not 
question that knowledge per se—an 
acquaintance with facts— auto- 
matically generates power? 

You have known many a “learned 
fool.” Tennyson puts it: ‘“Knowl- 
edge comes but wisdom lingers. . .” 
To be sure the ability or power to 
predict a course of events presup- 
poses a clear concept of the facts 
involved, but these facts await in- 
terpretation and application, calling 
for a higher intellectual quality than 
2+2=4 knowledge. That is why 
so much of our so-called education 
fails to “educate.” Your statistician 
brings you fact; you, having learned 
how to think, to analyze, to inter- 
pret, utilize this knowledge of the 
facts to develop power. Great is 
research, but like “the fear of the 
Lord,” it is only “the beginning of 
wisdom.” 

Do you happen to know Dean 
Donham’s “Business A-Drift” 
(Whittlesey House, 
Whitehead’s introductory chapter on 
“Foresight” is a masterpiece every 
advertising man should ponder. 

Marco Morrow, 
Topeka, Kan. 
> we 
Advertiser's Anonymity 
Shocks Copywriter 

To the Editor: Well, I'll be 
damned. Somebody’s had guts 
enough to do it. An advertiser 
actually and publicly urges war 
bond buying and stays anonymous 
about it. I wouldn’t believe it, but 
I saw it. Where'd I see it? 
only in Pathfinder (of Jan. 16), but 
I hope it runs across the boards and 
across the country—because it was 
signed with: 

“This space is a contribution to 
America’s all-out war program by 
an outstanding corporation who 
asks no thanks, no publicity, just 
the privilege to serve.” 

I wish they’d forgotten the “out- 


1931)? Dr.| 


So far | 


| Breakfast Club coffee, which ap- 


Voice of the Advertiser 


This department is a reader’s forum. 


You ber it is! Any property owner would be sore W & took you alt day 
© remove a stoppage that backed up water ino her basement! 
+ 


It's « reflection on your city Pathers to let « thing Uke thie happen when 
yor can remove stoppeges @ PO minutes the 


FLEXIBLE WAY 
Don't blame your predecessor for the outmoded methods you use, Be 
modern! Get o set of PLEXIBLES aoe! 


CLEAN ALL YOUR SEWERS EACH YEAR 
FLEXIBLE SEWER-ROD EQUIPMENT CO 


ae vee ricawree & 


An observing reader points out that the 
illustration in this advertisement, which 
was placed recently by Flexible Sewer 
Rod Equipment Company, is not quite 
up-to-date. The women's skirt lengths 
suggest styles of some ten years ago. 


standing,” but aside from that gnat- | 
flaw, it’s the millenium, gentlemen. | 
Where was the “And Bilge’s bras- 
sieres are protecting the home front 
in this, our great nation’s most 
dangerous hour?” No “Rat-Scat, 
too, has gone to war?” I gotta sid- 
down. I gotta tink dis t’ing out. 
Dey can’t do dis to us copywriters. 

RALPH BENNETT, 

Maxon, Inc., New York. 
- + + 


The ‘Little Men’ 


To the Editor: You might find the | 
enclosed advertisement of Shiman, 
Mfg. Company of editorial interest. 

It is the sixth of a series of pages 
on the theme of how the jewelry 
trade is helping to win the battle of 
production. The papers used are 
Jewelers’ Circular - Keystone and 
National Jeweler. As you will note, 
it points out that millions of “little 
men” who make no banner head- 
lines help turn out millions of vital 
little pieces that “fire guns, ener- 
gize dynamos, fly thundering planes 
and move our battlewagons.” 

This is an instance of a manufac- 
turer who converts not only his 
plant but his advertising appropria- 
tion to the war. Who says the 
jewelry industry is non-essential in 
wartime? 

CHARLES K. FEINBERG, 

Charles K. Feinberg, Advertis- 

ing, Newark, N. J. 


= ©. 


In the Bag 


To the Editor: 
proof of a 


Enclosed is a 
two-page spread for 


peared as an insert in the Grocer’s 
Journal, Commercial Bulletin, Cali- | 
fornia Grocer’s Advocate and Jew- | 


Wa tere ee: tee sernge of vereee one 
qereen by improving ‘he bined of Breshten 


BREAKFAST CLUB IS INTHE BAG sid 


f Club raed 
Coffee 


~ me werd and Ge ket of Ghengs ther eeske os anghty proud of &! 
Buying More Wor Bonds end Stomps 


A Lamofilm bag replacing the prewar vacuum container, and a certificate of 
quality signed by the president of Breakfast Club Coffee, Inc., are principal fea- 
tures of this spread, which appeared in grocery papers. The same advertisement, 


with copy changed to a consumer appeal, appeared in several Coast newspapers. 


9 


Letters are welcome. 


ANYTHING WRONG? 


“Right in Der 


ish Merchant during the early part | 
of December. 

The same advertisement, with 
change of copy for consumers, ap- 
peared in the latter part of Decem- 
ber in the San Francisco News, Los 
Angeles Examiner, Los Angeles} 
Times, Long Beach Press-Telegram, 
San Diego Union Tribune - Sun, 
Pasadena Star News and San Ber- 
nardino Sun Telegram, in three 
colors, half-page size. It appeared 
also in the Phoenix Republic & 
Gazette and the Tucson Star Citizen 
during the early part of January. 

C. J. LooMis, 
Lockwood - Shackelford Adver- 
tising Agency, Los Angeles. 


a a 


Fuehrer’s Face!’ 


To the Editor: When Col. A. W. 
Herrington, board chairman of the 
Marmon-Herrington Company, 
opened up his copy of Newsweek for 
Jan. 11 and saw his company’s ad- 
vertisement facing the first editorial 
page in the magazine, he made the 


apt remark, “Right in Der Fuehrer’s 
face!” A glum-faced Hitler is pic- 
tured on the editorial page, while 
the advertisement relates that Hit- 
ler and the Japs are finding out that 
“You Can’t Beat the Dutch.” 

The Marmon - Herrington adver- 
tisement is one of a series which 
that company is running in general 
media, each paying tribute to the 
war effort of one of the countries of 
the United Nations. It is an inter- 
esting fact that the photographs 
used in illustrating these advertise- 
ments have in nearly every instance 
been taken on the field of action in 
Egypt, Libya, South America, Aus- 
tralia, New Zealand, the Solomons, 
China, Alaska or Russia. 

C. M. ALDRED, 

The Caldwell-Baker Company, 

Indianapolis. 

i ae 
The Railroad Army 

To the Editor: Believing that it 
quite effectively states the case for 
railroad workers in the war effort, 
I am enclosing proof of an adver- 
tisement which we prepared and 
are publishing on behalf of the 
Reading Railway System. 

This advertisement is one of the 
series of coordinated newspaper ad- 
vertisements sponsored by the east- 
ern railroads. 

It is also in decided contrast with 


_ 


STATING THE CASE . 


“That's the kind of 
backing a fighting 


Reading Railway System 
Oe of Armericns Ratteoads AM Mebized for Me 


This advertisement, sponsored by the 

Reading Railway System, states the case 

of railroad workers who are doubling 
their efforts to hasten victory. 


the attitude of some of the anthra- 
cite coal miners in Pennsylvania. 
CHARLES H, EYLEs, 
President, Richard A. Foley Ad- 
vertising Agency, Philadelphia. 


by Alex L. Hillman 
the appointment of 
@ LEWIS M. RUSSELL {formerly of 


e Macfadden Publications} 


e as Vice-President and 


e Advertising Manager 
© of Hillman Periodicals 


REAL STORY 

REAL CONFESSIONS 
REAL ROMANCES 
MOVIELAND 


e the Hillnan Women’s Group 
e guaranteed circulation 
e of one million 


e single and young married women 


@ a mass-market “‘must’’ 


HILLMAN PERIODICALS 
HILLMAN BUILDING 


1476 Broadway, New York City 


HOLLYWOOD OFFICE 
9126 Sunset Boulevard 


CHICAGO OFFICE 
333 North Michigan Ave. 
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Montgomery eee, [eeeinss.’ Siese Men half of the 


items in the new book are priced 
. . under the permitted ceilings, the 

Chicago Mail Send company points out. 

Out New Catalogs Space devoted to yard goods has 


been boosted 40% over last January, 

Chicago, Jan. 28.—The new spring in anticipation of continued ex- 
and summer catalogs of two addi- pansion of home sewing. Impact of 
tional mail order houses went into WPB regulations simplifying styles 
the mails this week with Montgom-| !5 evident, with even the most ex- 
ery Ward & Co. sending out the big- | Pensive garments emphasizing prac- 
gest pook of its kind in history—a| tical and durable qualities. 
1.262-page tome bulking seven|_ Chicago Mail Order has expanded 
pounds, 13. ounces—and Chicago| its list of mail order offices during 
Mail Order Company dispatching a|the past year, but has held up in- 
492-page catalog, also its largest| definitely plans to expand activities 
spring volume. into the retail field. Uncertainties 
~ Although many of Montgomery | of marketing under wartime condi- 
Ward’s 6,500,000 customers may not tions forced postponement in the re- 
notice the increased size, the 1943) tail sector but the plan has not been 
book is 20% larger than the catalog abandoned. 


Goodrich Reproduces 


Last Year’s Copy 

The 1942 edition of its “Typical 
Examples of B. F. Goodrich Devel- 
opment in Rubber,” consisting of 
reproductions of 26 advertisements 
used during the past year, has been 
published by B. F. Goodrich Com- 
pany. 

Copies are available upon re- 
quest to company headquarters in 
Akron, O. 


Lane Leaves Agency 


Edward Lane has resigned as a 
partner in Director & Lane Adver- 
tising Agency, New York. Bernice 
E. Newmark succeeds him as copy 
chief. Samuel Rowitt has joined 


ithe agency’s copy department in 


charge of radio continuity. 


Releases New Campaign Name Representatives 

General Baking Company,through| The following national advertis- 
Ivey & Ellington, Philadelphia, has|ing representatives have _ been 
released a newspaper and radio! named for Aircraft Times and Ship- 
campaign throughout the territory | yard Times, wee kly newspapers 
included in the company’s Pennsyl-| reaching war workers in Los An- 
vania division. Large-space adver-|geles County: J. William Hastie, 
tisements are scheduled in 68 news- | New York, has the eastern territory, 
papers along the Eastern Seaboard, | E. J. Powers, Chicago, the Midwest; 
and radio spots are being used over|and Robert W. Walker, San Fran- 
29 stations from Trenton to New|cisco, the Pacific northwest. 


Orleans. 
Soreerenrceerome Two Leave Walsh 

Anthony Names Ryan | Lewis G. Smith, formerly space 

William B. Ryan, manager of | buyer at the Toronto office of Walsh 
KGO, San Francisco, has been ap-| Advertising Company, has resigned 
pointed general manager of Stations|to join Ward-McKee Engineering, 
KFI and KECA, Los Angeles. Mr.| Toronto. Robin C. Cumine, account 
Ryan’s appointment will become | executive with Walsh, has been 
effective Feb. 15, although he will! granted a leave of absence to join 
remain at KGO until the Blue Net-| the Department of Munitions and 
work appoints his successor. |Supply, Ottawa. 


issued last spring, which totaled 
1,052 pages. The increase is largely 
accounted for by expansion of the 
soft lines, including women’s coats, 
suits, dresses, shoes, hosiery, lin- 
gerie, etc.; children’s wear, men’s 
and boys’ furnishings and work 
clothes; bedding, table linens and | 
draperies; floor coverings, furniture, | 
drugs, office supplies, etc. 
Shows Aviation Equipment 


Among the new listings are 20) 
pages of nursery stock — trees, 
shrubs, plants, etc.—and four pages 
of aviation equipment for use in 
civilian air patrol and civilian pilot 
training programs. | 

Montgomery Ward takes the trou. | 
ble to list 140 items and lines of | 
merchandise which it no longer | 
sells, because of their wartime un- | 
availability. Farm implements are | 
among the casualties, but those 
which are available are to be sold 
in Ward’s 80 farm implement stores. 

Notable is the continuation of the | 
trend toward increased selections in | 
the higher-price brackets, as well as 
broader assortments in the middle | 
and lower-price brackets. 

An editorial-type page near the| 
front of Chicago Mail Order Com- | 
pany’s new catalog, urging wise buy- | 
ing and careful conservation of 
clothes, home furnishings, etc., gives 
buyers this advice: “From now ’til 
Victory economy is a national duty!” 
The economy message is repeated 
on many pages. A typical illustra- 
tion, signed by Jane Alden, urges 
women mail order shoppers to “take 
good care” of the dresses they buy. 

“Remember, economy is your 
duty ‘til Victory comes,” the cus- 
tomer is reminded again. “Salvage 
what you can from last spring—buy 
only what you need, and then be 
sure you make the most of it. Care 
as you wear can make a dress last | 
twice as long.” Another note of 
saving appears in the P. S.: “Be a 
good neighbor — share your new 
catalog.” 

Is Largest Catalog 

Although shortages have plagued 
the company, like the larger mail 
order firms, assortments of many 
lines have been expanded, chiefly | 
in the medium and top-price brack- 
ets, and the catalog is the biggest | 
spring book in its history, with 492 | 
pages contrasted with 444 a year'| 
ago. Promotion is concentrated on 
the medium and top-price brackets, | 
although former starting prices are | 


If it’s 
A TEST 


you want... 


Particularly 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
| 


1. WFBR 


—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- | 
tion. | 


spots. That 


“Independent Survey of Providence Bulletin 
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That's the experience of smart advertisers. 


in Baltimore... today the 


country’s 6th largest market. 


If you want to hit this Baltimore trading 
TAKE area target, when you aim at it ee here are 
three reasons why advertisers interested in 
reducing sales costs... are swinging to 
Radio Station WFBR: 


covers Baltimore DAY and 


NIGHT with an efficiency known to few 
stations in so big a city. There are no dead 


isn’t magic... it’s just good 


i 
+! ce. is 


PHOTO BY EFWING GALLOWAY 


A NEAR MISS 


... DOESN'T COUNT IN RADIO! 


2. There is no waste with WFBR. We 
do not use a hopped-up signal to cover the 
surrounding states in which you may or may 
not have sales...or states in which you have 
already bought time. Our job is the Baltimore 
trading area. Not Pennsylvania, West Virginia, 
Delaware, New Jersey, Virginia. 

3. WFBR is the station all Baltimore has 
been listening to for 21 years.In the last 3 years 
over one half million people have visited our 
studios or participated in sponsored shows. 


It's good business to get on the target in 
Baltimore. WFBR makes it automatic. 


RADIO STATION \ I B R BALTIMORE 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 
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ADVERTISING AGE 


White Ad Dept. Is 
Busier Than Ever 
Doing Special Jobs 


Host of Wartime 
Promotion Demands 
Made on Department 
Cleveland, Jan. 27.—One adver- 


tising department that is not con- 
cerned at present about manpower 


week, the shell hits the plane to 
| down the Jap. Thus the board shows 
/at a glance the current production | 
/as measured against the company’s 
| quota. As months go by, figures | 
showing the percentage of quota 
made are filled in under the name of | 
the month so that a permanent rec- 
ord is kept. 

In like manner, the advertising 
department has had its hand in the 


design and erection of  bulletir 
boards. These boards are system- 
atically located throughout’ the 


plant to bring important messages 
to the workers, to pass on operating 
instructions, to promote the sale of 
bonds, and to stimulate workers’ | 
efforts in behalf of war production. 


| adv ertising considerations had to in- 
clude distance from which the mes- 
sages would be read, the best height | 
l'to accommodate the throngs, the 
proper size of type, correct balance, 
| and all the other things which go 


into an effective display board. At-| 


‘tention and readership determine 
| the success of these boards the same 
as any other advertising media. 
Another logical task which re- 
quired the aid of the advertising 
department was the erection and 
maintenance of suggestion boxes. 
These boxes were intended to pro- 
duce employe suggestions on how to 
| increase production, conserve ma- 
terials, or improve conditions. Re- 
sults have surpassed all expecta- 


fompry to a large extent the vol- | order to handle it. 


ume of returns. 


Has New Employe Paper 


Due to the number and impor- 
tance of messages which must be 
placed before employes, several 
media are required. Although the 
bulletin boards are adapted to short 
messages, it was recognized by 
White that something more ap- 
propriate for long messages was 
needed. Accordingly, a plant paper 
is published, designed to be read by 
employes and their families at 
home. The paper is issued twice a 
month. It is an eight-page, two- 
color publication 10% x 13% inches 
|in size, and requires a full-time edi- 
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ete 


The problems 
of the plant newspaper with jt, 
copy, layout, printing, and distriby. 
tion considerations is logically a jop 


that the advertising department cap 


| best handle. 


“These are but a few of the added 
duties which the White adverti; 


ing 
department is now shouldering.” 
Mr. Scragg says. “Through the 


various media at its command, ;t 
has the task of promoting the war 
bond drive, salvage drive, rubber 
conservation program and other qj- 
rect wartime programs. The mag. 
nitude of the war bond drive jin 
itself has necessitated considerable 
work and time. 

“As to the rubber conservation 


problems, and certainly is not con- 
cerned about lack of things to do, is 
Sirs, the advertising department of White 
= Motor Company, presided over by 
George H. Scragg, director of ad- 

. vertising and sales promotion. 
Others may have cut down on - 

their advertising, but not White, 

which has continued on a full-scale 
program—one portion of which was 
described in ADVERTISING AGE Jan. 
18—and which has, in addition. 
given innumerable new responsi- 
bilities to the advertising depart- 
ment as a result of wartime condi- 
tions. As a result, the size and 
scope of the department has been 

enlarged rather than decreased. 
“Many of the new tasks which we 
are now handling, in addition to 
regular advertising work, have to do 
with morale building, production | 
stimulation, and general promotion | 
of the war effort,” Mr. Scragg ex- | 
i plained. “In fact, the company has 
fallen wholeheartedly behind the) 
War Production Board’s suggestions. | 


There are over 150 bulletin boards|tions. The color, atmosphere, and|tor. Thus the White advertising 


task, White developed an outstand- 
and poster boards to attend to, and | selling job behind such boxes de-| staff had to be increased by one in 


ing program which was chosen by 


Has Many New Tasks 


“In line with these suggestions, | 
White has set up a General War 
Production Drive Committee com- | 
posed of management and labor, | 
and under this general committee | 
are 12 subcommittees each charged | 
with a specific duty. These com- 
mittees have to do with production | 
score boards, suggestion boxes, news | 
distribution, material shortage, | 
health and safety, plant research 
and improvement, bulletin boards, | 
slogan contest and _ transportation. 
The advertising department has | 
placed its facilities behind the entire 
group. 

“Because of its special talent and 
experience, the advertising depart- | 
ment has logically been called upon 
to perform many tasks within its 
field. The erection of score boards, 
for instance, demands a knowledge 
of dynamic display and all the fac- 
tors leading to readership and ac- 
tion. Three such spectacular boards, 
10x 15 feet, have been erected at 
main gates and on a central corridor 
to gain the attention of all 7,000 
employes. Purpose of the boards, 
of course, is to dramatize the results 
of employes’ labors and keep them 
informed on production.” 


Advertising Aimed at Employes 


These boards depict anti-aircraft 
gunners shooting up at Jap planes 
with the line of fire divided into the | 
days of the week. As _ production | 
goes on, the anti-aircraft shell 
elevated and the fire trail behind 
is indicated in bright flickering red 
neon. The effect dramatic and 
convincing. If the production 
reaches the quota at the end of the 


is 


1S 


CHILTON GROUP 


THE IRON AGE, stalwart of the va: 
metal-working industry. 


HARDWARE AGE, the leader in the fie! 
of hardware distribution. 


a 
DEPARTMENT STORE ECONOMIST, firs’ 
in its field. Reaches more key depar 
ment store people than any other bus 
ness publication. 


° 
BOOT AND SHOE RECORDER, author: 


tative in the shoe business. 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, Hl. 
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the City of Cleveland as its model | 
after studying the various plans of 
many industrial concerns. The 
plan involves a Share-the-Ride 
Club, special zone maps to show the 
jocation of all members, tokens as 
, medium of exchange, windshield 
stickers to designate Club cars, and 
considerable promotional effort. 
Questionnaires were circulated at 
the start to determine the number 
of those driving to work, capacity 
and age of cars, estimated mileage 
to be obtained from rubber, and_| 
other pertinent information which 
would serve as the basis of a plan. 
Under the plan one token is good 
for a single ride to or from work. 
If a member carries four other | 
riders for a week he will collect | 
sufficient tokens to ride in other | 


| 


cars for an entire month. 

“White recognizes the various 
opportunities for advertising and 
promotion in wartime. Aside from 
regular publication advertising, the 
company has made rolling bill- 
boards of its war products to boost 
the sale of war bonds and to let the 
public know what it is building. 
Displays have also been set up in 
a local theater, at a special radio 
broadcast honoring White, and at 
various activity centers. All these 
things are recognized as opportuni- 
ties by the advertising department. 


Does Many Special Jobs 


“The program which accompanied 
the awarding of the Army-Navy ‘E’ 
to the White Motor Company was 
in itself a sizable job. Then there 


| are the frequent visits to the plant 


by national figures involving special 
| plans. 

“Altogether, the demands of war- 
time have placed a heavy load upon 
the advertising department, necessi- 
tating a vigorous working schedule. 
At no time in the history of the 
company has the advertising de- 
partment been busier than at pres- 
ent.” 


Dunkle Named President 


W. Donald Dunkle, food merchan- 
dising consultant, has been elected 
president and general manager of 
Standard Vitamins Corporation, 
Chicago. Mr. Dunkle formerly was 
manager of the bakery merchandis- 
ing department of Anheuser-Busch, 
St. Louis. 


Pepsodent Names Jacobs 
The Pepsodent Company has ap- 
|pointed Joseph Jacobs Jewish Mar- 
ket Organization as merchandising 


_and advertising counsel in the Jew- | 


|ish field. Plans include a quarter- 
|hour serial over Station WEVD, 
New York, “From Lublin to New 


1:45 to 2 p. m., starting Feb. 1 for 


and advertising in rotogravure sec- 
tion of the Jewish Daily Forward, 
through Foote, Cone & Belding. 


Taylor Named Editor 


Robert L. Taylor has resigned as 
advertising manager of Monsanto 
Chemical Company to become edi- 
tor of Chemical Industries, with 
headquarters in New York. 


AW wetly mtrag? 


vas 


lor 


Success is not a crime. There is no especial piety in poverty. Nor has anyone yet 
found a suitable substitute for the profit-motive in business. Now if business could 
just get a 99-year lease on the Seller's Market, that would be peachy. But any man 
over 30 knows that Seller's Markets are as vaporous as a desert-mirage, as evanes- 


cent as a politician's pledge. 


The advertiser must decide what is true and what is false. There is much evidence 


that the Seller's Market is as phony as artificial dentures (store teeth to you, Grand- 


ma). So what? So fortify your good name and your good-will through the war-years 


by consistent advertising in the essential publications of your craft. . . publications 


whose editors have their finger on the pulse of this vibrant world. This is a prescrip- 


tion, though not a catholicon. 


One or more of the CHILTON GROUP of Essential Publications will keep you well out 
front in the metal-working, hardware, department store, shoe, jewelry, optical, auto- 


motive, aviation, insurance or warehouse field. Invest now for protection later. 
CHILTON COMPANY (Inc.), Philadelphia and New York. Branches in principal cities. 


of Essential Publications 


THE JEWELERS’ CIRCULAR-KEYSTONE 
sayed and found indispensable. 


a 
THE OPTICAL JOURNAL and REVIEW of 
OPTOMETRY, standard of the optometric 
profession and optical industry. 
«© 
\UTOMOTIVE and Aviation INDUS- 
TRIES, technical authority in automotive 
nd aircraft plants. 
e 
MOTOR AGE, covering all automotive 
rvice and maintenance problems. 


York,” Mondays through Fridays, 


Pepsodent’s “50-Tuft” tooth brush, | 
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Sunt S tae of TENNESSEE 


Considerable interest has been aroused 
by this unusual “travel” copy, placed 
by the Tennessee Department of Con- 
servation in special travel editions of 
20 midwestern newspapers. Without vio- 
lating current travel rules, it creates the 
desire for postwar travel in the state. 


Nabisco Launches 
1943 Newspaper 


Drive for Premium 


New York, Jan. 27.—Adhering to 
_the principle, “As long as there is 
merchandise available, we will ad- 
| vertise it for sale,” National Biscuit 
Company is unleashing this week its 
| first 1943 newspaper advertising 
|campaign for Premium crackers. 
The drive, which will run until the 
end of February, will employ 200- 
|line insertions weekly in 463 news- 
| papers from coast to coast. McCann- 
Erickson, Inc., handles the account. 
| Copy still stresses the freshness, 
‘flakiness and flavorful quality of the 
product and points out that today, 
| when quality is so important, it pays 
| to ask for Premium crackers. “And 
|to look for the red Nabisco seal on 
every package of crackers and 
{cookies you buy. It’s your assur- 
}ance of a finer bakery product.” 

| The campaign will be supple- 
/'mented by local radio newscasts in 
several midwestern cities. 


Tucker Heads Club 


Chicago Food Products Club has 
elected the following officers for 
1943: I. R. Tucker, I. R. Tucker 
Company, president; H. J. McDon- 
ald, Royal Blue Stores, vice-presi- 
dent; and I. J. Loyacono, P. J. Mur- 
phy Associates, secretary-treasurer. 


Yankee Appoints Lanza 
Yankee Network, Boston, has 
appointed Gertrude Lanza as pub- 


| licity director. Miss Lanza formerly 


was with MacManus, John & Adams, 
Detroit, and the artists bureaus of 
NBC and CBS in New York. 


COMMERCIAL CAR JOURNAL, influenc- 
ing majority of fleet operators and mem- 
bers of the truck trade. 


THE SPECTATOR, LIFE INSURANCE IN 
ACTION, most quoted insurance publi- 
cation. 

° 


THE SPECTATOR PROPERTY INSUR- 
ANCE REVIEW, modern in form and 
style of reporting. As useful as it is un- 
usual, 


D and W, for executives who buy Ship- 
ping, Handling, Warehousing and Dis- 
tribution services and supplies. 


es 
In addition, CHILTON COMPANY (Inc.) 


has an equal interest in Business Pub- 
lishers International Corp., publishing 
The American Automobile (Overseas 
Edition), El Automovil Americano, In- 
genieria Internacional, Industrial Edition, 
Ingenieria Internacional, Construction 
Edition, and E] Farmaceutico 


“I was just listening to WFDF 
Flint Michigan, with a kilowatt 
on 910!” 
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Strengthen Brains | 
Like Muscles, Is 


Formula of Osborn 
BBDO Partner Pleads 


for More Incentive 
to Spur Thinking 


By HAL BURNETT 


New York, Jan. 26.—Alex Osborn, 
according to his more prolific part- 
ner, Bruce Barton, first wrote “How 
to Think Up” to draw out ideas 
from the 200 creative workers and 
300 others who make up Batten, 
Barton, Durstine & Osborn. 

In its final form, the 38-page 
booklet published by McGraw-Hill | 
Book Company is more than an idea | 
stimulator. 

It is a plea to American execu- 
tives to recognize that encourage- 
ment and orderly planning can pro- | 
duce war-winning, peace-winning, | 
and business-getting ideas from 
almost any worker. 

And it is a “how” book, setting 
forth techniques for producing pay- | 
ing ideas, both from individuals and 
from too-often unproductive groups. 

“Imagination, like muscle, can be | 
built up by exercise,” Mr. Osborn | 
points out early in the book. He| 
then offers half a dozen instances of 
ideas that have produced jobs, pro- | 
motions, even industries. 


Reward and Incentive Needed 
“Who can produce ideas?” he 


asks. “You and every other nor- 
mally intelligent person. But you 
have to try. 


“The fact that effort is the price- 
less ingredient is proved by (1) the 
axiom that necessity is the mother 
of invention and (2) the evidence 
that encouragement can grow great 
crops of creativeness even when the 
spur of need is unfelt.” 

Turning to the files of the War 
Production Drive’s Washington 
headquarters for endorsement of 
the value of incentive in promoting 
creative genius, Mr. Osborn says 
that employers are hungry for ideas 
from the rank and file. 

“They have more trained re- 
searchers than ever,” he adds, “but 
they are not good bosses unless they 
try hard to draw out, and know how 
to draw out, the imaginative talent 
of every man and woman on the 
pay roll.” 

Keystones of successful “thinking 
up” are specific problems or tasks, | 
and rewards. 


Favors “Wild” Ideas | 


Speaking from his long experi-| 
ence as executive vice-president of 
BBDO, Mr. Osborn warns against 
the conference that is a sounding 
board for one member’s exposition 
of what’s what. 

“No conference to think up an| 
idea should be undertaken without 
some ground rules,” he holds, then 
offers as his own regulations: 

“1. Judicial judgment is ruled 
out. Criticism must be withheld 
until all ideas are in. 

“2. Wildness is wanted. The 
crazier the idea, the better. It is 
easy to tone down but hard to think 
up 


‘ 


i 


‘3. The best ideas are simple. 
But some complex ideas have 
simple parts that can be put to- 
gether with parts of other ideas to 
make a ‘wow.’ Most of the very 
best ideas are thus synthesized. If 
you can’t originate an idea, think 
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up how someone else’s good idea 
can be turned into a better idea.” 

For creative practice Mr. Osborn 
offers such simple suggestions as 
thinking up questions for “Informa- 
tion Please,” writing down meta- 
phors for the Reader's Digest’s 
“Picturesque Speech and Patter,” 
and organizing “brain -storm sup- 
pers.” 


Idea Sessions Held 


Mr. Osborn’s “brain-storm sup- 
pers” usually include a dozen 
youngsters and a few “brass hats.” 

“Out of these sessions we get 
scores of ideas,’ he reports. “Not 
until the next day are they scruti- 
nized for merit. The best ones are 
sorted out, and some are synthesized 
into other ideas. The ideas have 


' 


been found valuable, but the result 
on the participants is valuable, too. 
They have gained in creative stat- 
ure. They have seen proof that 
they can spark if they will. They 
have exercised their creative mus- 
cles. They have encouraged a habit 
that will do most for them in busi- 
ness and in private life.” 

As a technique for reducing the 
“brain-storms” to “pay dirt,” Mr. 
Osborn cites the example of a sup- 
per that produced 150 promising 
slogans for a new BBDO-advertised 
product in 90 minutes. The best 100 
were scientifically tested. Certain 
ones clicked, were paired off in fur- 
ther tests until the final choice was 
made. 

The product sounds suspiciously 


like Vimms, for Mr. Osborn quotes | 


the market research director of his | 


client, a former professor of M. I. T., 
to score the point, “Apart from 
thoroughness and accuracy, the most 
important and most valuable factor 
in research is imagination.” 

Basic principles of thinking up, 
according to Mr. Osborn, are con- 
scious effort and exercise. 

Although admitting that creative 
effort, as an art, can never be for- 
mulated, the advertising executive 
offers an outline of “how to think 
up” that parallels closely the “Tech- 
nique for Producing Ideas,” written 
by another eminent marketing 
philosopher, James W. Young of 
J. Walter Thompson Company. 

Key words of the Osborn formula 
are “Aim, fire, review, relax, con- 
fer, reload.” “How to Think Up” 


- _ — a 


—, 


is published by McGraw-Hill | 
Company. 


? 1 
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Stanback Promotes Cosse 


Clayton J. Cosse, formerly Phjj,-_ 
delphia district sales representative 
has been appointed assistant adver. 
tising manager of Stanback Com. 
pany, Salisbury, N. C., maker of 
headache powders. Mr. Cosse wi}| 
assist Dr. T. M. Stanback. 


Begins Second Campaign 

North American Accident Insur. 
ance Company, New York, has 
launched its second campaign ovey 
Station WABC, New York, sponsor. 
ing “Quincy Howe and the News” 
weekly from 12 to 12:15 p. m., EWT, 
Franklin Bruck Advertising Cor- 
poration, New York, is the agency. 


AGAINST WHATEVER 
DARKNESS 


NOW, now above all other times in memory, shall the 
powers of judgment, of common sense, of intelligence 
and of that deeper understanding called Wisdom, be 
drawn upon by the American people. 


But knowledge and judgment and all the rest must be 
founded upon a priceless commodity, INFORMATION. 


HE NEWSPAPER is the olear 

channel through which flows, from 
the center of government to the borders 
of the land, the constant stream of real- 
istic information. And the Newspaper is 
the clear channel through which flows, 
from the border to the center, the con- 
stant stream of interpretation, analysis, 
criticism, praise and, when necessary, 
condemnation. 


Only so long as this channel can be 
KEPT OPEN, unimpeded and unflooded 
by the pollution of selfish propaganda— 
only so long CAN THE PEOPLE KNOW. 


Come whatever blackouts there may, 
the American Newspaper will be alert 
to keep alive and alight the WILL to 
PRINT and the facilities for free expres- 
sion. We are in a war on far-flung fields, 
but the free newspaper will hold fast the 
basic principles for which we go forth 
to battle. 

The American Newspaper will be 
acutely on guard to SAVE AND PRACTICE 
freedom in the midst of the very proc- 
esses of the battle which we wage to 
preserve it. THIS is the major contribu- 
tion which the newspaper can make, 
must make, will make, toward the only 
Way of Life which can give DIGNITY 
and NOBILITY to mankind. 


Never IN THE 153 YEARS 
since America became a united nation, 
have its newspapers been called upon 
for such a task—so needful, difficult and 
profound. What the people THINK of 
their government, how they ACT toward 


One of a series of Newspaper Advertisements prepared by the HEARST NEWSPAPERS, 


and for their government, toward their 
ideals and freedoms, are determined by 
what they read in their newspapers. 


* * * 


PUBLIC OPINION is the irresistible 
force in a democracy. Public Opinion rises 
out of information. Awakened and 
arisen, Public Opinion moves all before 
it. What a responsibility for the news- 
paper! By its amazing information serv- 
ice and its interpretation of events, it 
CREATES AND CRYSTALLIZES the mighty 
power of Public Opinion. Because of the 
newspaper, man KNOWS and then votes. 


In all the 77 years since the close of 
the Civil War, today’s embattled world 
hammers at the American mind with its 
most bewildering problem. 


Public Opinion today, revealed in the 
only large-scale fashion in which it can 
be revealed, gives thundering indica- 
tions that the people fear not, no matter 
how dangerous, if they are told the 
truth, so that they can meet it with the 
utmost foresight. 


The people cry for competence and 
not confusion; for patriotic integrity; for 
maximum effort. 


The people KNOW we head into a new 
and mixed economy. The rate of change 
from only yesterday begins to move like 
lightning. But Public Opinion wants sim- 
plicity hitched to action. 


7 
Way DO THE PEOPLE feel as 
they feel? Why do the people WANT 
WHAT THEY WANTY Because the News- 


a Wa + a 


the channels 


papers of America ARE 
through which the STREAM OF INFOR- 
MATION, interpretation, enlightenmen!, 
constructive criticism continues to flow. 
Because the lights along the channel are 
reflected in the Newspapers and illumi 
nate the needs of men. 


The success of that representative 
government which is by and for the peo- 
ple rests upon their knowledge and under- 
standing of events, issues and personali- 
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tion Services in Orcawa ascribe this 
Joss in large measure to war-workers 
not getting the right kind of food 


It's up to us women to put this 
tight, so I have illustrated « nutri- 
tionally correct lunch to pack for 
your man if he works in a plant 
without lunch-room facilities. This 
lunch box would contain 
MILK— Every adult needs '/; pinto 
day. If he doesn’t like milk straight, 
give him cocoa, coffee and hot milk 
of soup made with milk in a thermos 
ONE TOMATO — Every day 
we should eat a serving of tomatoes, 
citrus fruits of the juices 
ONE APPLE—E very day one other 


Cin? whee f- oo— at 


MEAT—Every day we need at least 
hiad of fruiz one serving of meat, fish or poultry 
:22and we should eat eggs at least 
three of four times a week. 


LETTUCE or Cole Slaw — Every 
day two servings of leafy green of 
ycllow vegetables — frequently raw. Now the lunch we have shown 
FOUR SLICES BREAD—Every day ©9tains about one-half of a man’s 
we need four to six slices of Canads imam daily requirements. You 
Approved bread, brown or white, make up the rest and as much more 
One serving of whole grain cereal, «8 your man feels he needs at the 
other two meals. 


COLE SLAW IS FINE 
IN LUNCH PAIL 


Mix \% teaspoon sale, 4 pepper, 
 papnka, 4 scraped omon and 
e at 


For other ideas on sand 
wiches and for all you need 
‘to know of wartime meat 
planning, send 10¢ for 
Marthe Logan's complete 
54-page meat cookbook 
Meat Complete” to, Swift 
Canadian Co, Limited, 
Dept. OS!, Toronto. 


SWIFT CANADIAN CO., LIMITED. .a Dominion- 


| wide organization devoted to the conservation and 
| efficient distribution of Canada’s food resources. 


| Selected Canadian dailies will carry a 
series of advertisements, of which this is 
the opener, featuring nutrition hints pre- 

| pared by Martha Logan, Swift home 
economist and food authority. J. Walter 

Thompson Co. Ltd. is the agency. 


Savings Banks ; 
Keep Thrift Theme 
for ‘43 Campaign 


New York, Jan. 27.—The Savings 
Banks of New York will continue to 
press their statewide campaign key- 
noting thrift and savings during 
1943, with 1,000, 750 and 600-line 
advertisements in both daily and 
weekly newspapers in all towns 
where there are participating banks. 

Besides the newspapers, radio an- 
nouncements are scheduled by ten 
leading women commentators in 
nine cities, using from three to six 
announcements per week. 

Banks themselves will reinforce 
the drive by distributing a savings 
booklet entitled “Spend, Sucker, 
Spend,” to all firms engaged in war 
work. A special film prepared by 
the association, “Your Dollars in 
Uniform,” will be exhibited to 
selected audiences. 

Ruthrauff & Ryan handles the 
account. 


Trade Parley to Be 
Held in Chicago, Feb. 8 


The Chicago World Trade Con- 
ference, sponsored by the Export 
| Managers Club of Chicago and the . 
Chicago Association of Commerce, 
| will be held Feb. 8 at the Hotel 
| LaSalle. 
| Participants in the program will 
include Hector Lazo, Paul Cornell, 
Kenneth H. Campbell and James B. 
| Herzog, all from the Board of Eco- 
|}nomic Warfare; E. E. Schnellbacher, 
Perry J. Stevenson and H. B. Mc- 
Coy, Department of Commerce; and 
William S. Swingle, vice-president 
of the National Foreign Trade 
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ADVERTISING 


150 EAST SUPERIOR STREET 
CHICAGO: DEL. 3800 


ali- tlops the immeasurable power of The stream will flow. AMERICAN NEWSPAPERS 


ome to reprint the original full page Newspaper Advertisement with or without credit line to the HEARST NEWSPAPERS. | 
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The proverb says you can’t make a silk purse from a sow’s ear. 
But that is exactly what we have had to do. 


Until we created plastics, we had to adapt everything we tried to 
make, to the materials Nature provided. We had to whittle or chip 
or pound them into shape. And the result was often too costly, too 
heavy, too brittle, too rough, too cold... 


But today we have a material that will come in any shape, sheet 

or tube or rod. It can be rigid or flexible. It can be cut, sawed, drilled, 
machined, milled. It can be clear or cloudy, smooth or rough, colored 
or plain. Indeed it can be made to meet almost every human need. 
Whereiplastics are concerned, man has utterly outdone Nature. 


For instance, there is no natural substance that grows harder as heat 
is applied. And lack of it caused countless accidents through the failure 
of the early type of brake linings. 


Modern brake linings are plasticized . . . How long since you had 
yours replaced? 


Nor has Nature created any insulating substance that will handle 
adequately infinitesimal electric currents. So, without plastics, you 
would have no radio, or at least, your radio would cost you many 
times what it does now and function many times less well! 


Plastics are more resilient and springy than the bristles we used in 
brushes. They are more economical and durable than leather on the 
seats of busses and trains. They are lighter and stronger than glass 
without its brittleness. They turn into the loveliest jewelry or the 


most complex electrical device. On planes they resist wind friction 
hotter than a blow torch. 


Because through plastics you can control materials, their use has 
grown unbelievably since the war. Every day they grow stronger, 
cheaper, better in every way. They are in use in every industry, on 
every continent. Through them we can hope to make available to 
millions what once were the privileges of the few. 


But better still, in this work of tailoring Nature, lasting, fruitful 
employment will be created for thousands upon thousands of us... 


When we have achieved victory. 


* > * 


There are already more than two thousand kinds of plastic 
molding powders on the market. Their use can mean a heightened 
standard of living for all Americans. 


To speed the acceptance of these wonderful products, The New 

York Times represents the very first audience that should be 
approached. For The New York Times, through its 800,000 families 
covering 10,000 cities and towns from the Atlantic to the Pacific 

in addition to the powerful New York area, can get an idea or a 


product accepted more quickly than any other advertising force. That | 


is because the unique character of its editorial policy enables it to 
interest and hold the kind of people who want the most authentic 
news. People who have to be well-informed because they are the leaders 
in their communities, the doers, the “triers.” They are the substantial 
citizens whose patronage is recognized as the ultimate in that intangible 
thing called “dealer influence.” 


The New Work Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


Reproduced by Modern Plastics Magazine 
thru the Courtesy of The New York Times 
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“RINT IN BINDING 


February 1, 1943 ADVERTISING AGE 27 
Joins Franklin Bruck Joins McGraw-Hill Postwar Growth Possibilities of Metropolitan Counties 


Alice Ross, formerly with Law- 
rence C. Gumbinner Advertising 
Agency, has joined Franklin Bruck 
Advertising Corporation, New York, 
as assistant in charge of media to 
Jules Nathan, marketing director. 


Launches Wine Drive 


Italian & French Wine Company, 
Buffalo, has launched a campaign 
featuring its Old Friar wines in 
Buffalo, Rochester, Niagara Falls 
and Syracuse. Ellis Advertising 
Company, Buffalo, handles the ac- 
count. 


Sherman A. Jones has joined Mc- 
Graw - Hill Publishing Company, 
New York, to conduct advertising 
research and special sales promo- 


tion. 


Mr. Jones formerly was with 


Newsweek and more recently with 


Rockefeller Center, Inc. 


Two Name Garfinkel 


Sidney Garfinkel Advertising 


Agency, San Francisco, 


appointed to direct advertising for 


has been 


R. H. Grant Construction Company, 
San Francisco, and Northrup, King 
& Co.’s Pacific Coast division. 


MODERN PLASTICS Magazine thanks — 


The New York Times 


i S 


nod to Plastics! 


for this eloquent 


ers 


We’ve been reporting and promoting the 

growth of this most rapidly-expanding 
and fascinating of American industries — 
these fen years past. It’s an odds-on bet © 
that every one of the developments that _ 


~ Today, when Plastics is really coming 
_ into its own... when the urgent present | 
F and immediate future hold performance © 
- ments—these same men and a whole host — 
of new young engineers and designers _ 
look to MODERN PLASTICS as the one © 
authoritative voice for the Industry. | 


‘There'll never be @ more prepitious 7 
- moment to tell them where your material — 
or equipment or service fits into the 
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WT WEETING-PLACE OF PLASTIC MINDS — 
_ 122 East 42nd Street, New York — 
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Class A 


Metropolitan Counties 


(Those whose wartime 
growth has been rapid 
and which may be ex- 
pected to retain their 
population growths.) 


Class A-l 
(Those which grew most rap- 
idly during the war with the 
best prospects of retaining 
their wartime growth.) 
Corpus Curisti, Tex. 
Dauias, TEx. 
JAcKSON, Miss. 
JACKSONVILLE, FLA. 
San ANTONIO, TEX. 
San Dreco, Cat. 


Class A-2 
(Those which grew most rap- 
idly with superior prospects 
of retaining their wartime 
growth.) 
CHARLESTON, S. C. 
CoLumsia, S. C. 
CoL_umsus, Ga. 
Mosier, ALA. 
Wasuincton, D. C, 
GALVESTON, TEX. 


Class A-3 
(Those which grew at above 
average rates consistently for 
each of the three periods un- 
der observation and which 
are assumed therefore to 
have excellent prospects of 
retaining their wartime 
growth.) 
ATLANTA, GA, 
Austin, TEX. 
BEAUMONT-PortT 
ArtTHurR, TEx. 
CHATTANOOGA, TENN. 
Derroir, Micu. 
Fort Worth, Tex. 
Houston, Tex. 
KALAMAZOO, MICH. 
KNOXVILLE, TENN. 
LirrLe Rock, ARK. 
Los ANGELES, CAL, 
New Or.eans, La. 
NASHVILLE, TENN. 
SACRAMENTO, CAL. 
San Francisco, CAL. 
SHREVEPORT, La. 


Class A-4 
(Those which grew at aver- 
age rates or most rapidly 
during the war period with 
good prospects of retaining 
their growth.) 
AucusTA, GA. 
BaLTimore, Mp. 
DAvVENPORT-ROcCK 
IsLAND-MOoLINE, ILL. 
AND Ia. 
DeNveER, COLo. 
EVANSVILLE, INp. 
| INDIANAPOLIS, IND. 
| 
| 


Macon, Ga. 
NorFo_k, Ports- 
MOUTH-NEWPORT 
News, Va. 
PorRTLAND, Me. 
RicHMOND, Va. 
Sart Lake Crry, U. 
SAVANNAH, GA. 
SEATTLE, WASH. 
Tacoma, WASH. 
Witmincton, Det. 


Class A-5 

| (Those which grew at above 
average rates in the war pe- 
riod with fair prospects of 
retaining their wartime 
| growth.) 


CANTON, O. 
' Curcaco, IL. 
CINCINNATI, QO. 
_ Coiumsus, O. 
Decatur, ILL. 
| Fr. Wayne, INp. 
| HAmILTON-MIpDLE- 
| Town, O. 
| PORTLAND, ORE. 
PuEesLo, Coo. 
Sr. Loutrs, Mo. 
SPRINGFIELD, O. 


Class B 


Metropolitan Counties 


(Those which grew rap- 
idly during the war but 
whose growth may be 
transient unless their 
wartime activities are 
successfully converted 
to normal peace-time 
functions.) 


Class B-1 


(Those with most rapid war- 
time growth whose growth, 
although far above that of 
the depression year, exceed- 
ed by little, if any, their 
1920-30 growth rankings.) 


BIRMINGHAM, ALA. 
Dayton, O. 
Et Paso, Tex. 
Hartrorp-New Bri- 
TAIN, CONN. 
Rockrorp, ILL. 
TuLsa, OKLA. 
Wicuita, Kan. 


Class B-2 


(Those with above average 
or most rapid wartime 
growth whose relative growth 
was far above that in either 
of the preceding two periods 
of observation.) 


Bripcerort, Conn. 
JOHNSTOWN, Pa. 
LoulsvIL_e, Ky. 
New Haven, Conn. 
Akron, O. 

Waco, Tex. 


Class C 


Metropolitan Counties 


(Those which lost pop- 
ulation during the war 
or which barely held 
their own, but which in 
the light of past per- 
formance may be ex- 
pected to come back in 
the postwar period.) 


Class C-1 


(Those which lost popula- 
tion during the war period 
with excellent prospects of 
coming back because of pre- 
viously observed above aver- 
age or most rapid rates of 
growth.) 


AMARILLO, TEX. 
ASHEVILLE, N. C. 
BrincHamTon, N. Y. 
CHARLESTON, W. Va. 
CuHarwortre, N. C. 
LANSING, MICH. 
OKLAHOMA City, 
OKLA. 
Peoria, ILL. 
STocKTON, CAL. 
WINSTON-SALEM, N. C. 
Miami, F a. 


Class C-2 


(Those which gained very lit- 
tle or barely held their own 
with excellent prospects of 
coming back because of pre- 
viously observed above aver- 
ige or most rapid rates of 
growth.) 


DurnHamM, N. C. 
Mapison, Wis. 
Mempuis, TENN. 


PHOENIX, ARIZ. 
San Jose, CAL. 
TAMPA-ST. PETERS- | 
BURG, FLA. 
WarTERLOO, Ia. 


Class C-3 


(Those which lost popula- | 
tion or gained very little | 
during the war period which | 
have fair prospects of com- | 
ing back because of an 
above average or most rapid 
rate of growth during at least | 
one of the two preceding | 
periods.) 


Cepar Rapips, Ia. 
Des Moines, Ia. 
Furnt, Micu. 
FRESNO, CAL. 
HuntincTron, W. Va... 
ASHLAND, Ky. | 
MINNEAPOLIS- 
St. Paut, MINN. 
New YorkK-NortTH- 
EASTERN NEW 
JERSEY 
RoANoKE, VA. 
SPoKANE, WASH. 
SPRINGFIELD, Mo. 
Topeka, KAN. 
Youncstoww, 0. 


otaee = 


As analyzed for the American Management Association, Jan. 15, 1943, by Philip 

M. Hauser, assistant director, Bureau of the Census. Based primarily on 1942 

civilian population as shown by sugar rationing registration, plus an analysis 
of growth records during the decades 1920-30 and 1930-40. 


Class D 


Metropolitan Counties 


(Those which decreased 
during the war or gained 
very little, and which 
in the light of past per- 
formance seem to be 
relatively stable — that 
is, cannot be expected 
to grow rapidly in the 
immediate future.) 


Class D-1 

(Those which lost popula- 
tion or grew very little dur- 
ing both the war and the 
depression but which grew 
at an above average or most 
rapidly between 1920 and 
1930.) 


Attantic Crry, N. J. 

CLEVELAND, O. 

Granp Rapips, Micu. 

Kansas Crtry, Mo. ano 
KAN. 

Soutu Benp, INp. 


Class D-2 


(Those which grew very lit- 
tle or not at all during the 
war and which in the light 
of past performance have 
little prospect of rapid post- 
war growth.) 


ALLENTOWN-BETHLE- 

HEM-EASTON, Pa. 
Erir, Pa. 
Harrispurec, Pa. 
Omana, Nes.-Coun- 

ci. Buiurrs, IA. 
PHILADELPHIA, Pa. 
Provipence, R. I. 
SPRINGFIELD-HOL- 

YOKE, Mass. 
Terre Haute, Ino. 
TRENTON, N. J. 
York, Pa. 


Class D-3 


(Those which lost popula- 
tion during the war and 
which in the light of past 
performance have little pros- 
pect of recouping their 
losses.) 


ALBANY-SCHENEC- 
TApy-Troy, N. Y. 
ALTOONA, Pa. 
Boston, Mass. 
DuLutH, MINN.- 
Superior, Wis. 
Fatt River-New Bep- 
FrorD, MAss. 
LANCASTER, Pa. 
LINCOLN, NEB. 
Mancuester, N. H. 
PirtspurGH, Pa. 
Racine-KENOSHA, 
Wis. 
Reapine, Pa. 
Rocuester, N. Y. 
Sacinaw-Bay Crry, 
Micu. 
Sr. Josern, Mo. 
SCRANTON-WILKES 
Barre, Pa. 
Sioux Curry, IA. 
SPRINGFIELD, ILL. 
Syracuse, N. Y. 
ToLepo, 0. 
Urica-Rome, N. Y. 
WHeevinc, W. Va. 
Worcester, Mass. 
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West Coast Admen|"* a wartime emergency confer- 


Vote to Continue 
Expanded Program 


(Picture on Page 47) 

San Francisco, Jan. 26.—The ex- 
panded activities program embarked 
upon two years ago, plus the “Ad- 
vertisers for Victory” program ap- 
proved at the convention at Rainier 
National Park last summer, will be 
vigorously continued, members of 
the Pacific Advertising Association 
decided at their midwinter confer- 
ence here Jan. 22-23. 

Delegates also approved a new 


association project on the subject, | 


“How the war is changing Pacific 
Coast markets,” after considering 
the plan submitted by the study 
committee chairman, Raymond 
Reeves, regional business consult- 
ant, bureau of foreign and domestic 
commerce, Department of Com- 
merce. Details of the project will 
be revealed later. 

The association announced it will 


| Advertising in wartime will be the 


ence in San Francisco next summer. 


| chief theme of the _ streamlined 
/meeting. The date will be deter- 
| mined later. 


| Delegates from the various sec-| 


tions reported that the manpower 
| shortage had hit almost every mem- 
|ber advertising club on the West 


| maining members, but the sectional 
| reports also told of outstanding jobs 


communities and areas. 


Features Lor-odo 


Featuring Lor-odo, a new under- 
arm deodorant, L’Orle, Inc., New | 
York, will shortly launch a test | 
campaign through L. H. Hartman | 
Company, New York. | 


Names Representatives 


Willcox and Associates, New 
York, has been named eastern ad- 
vertising representative for Ameri- | 
can Cookery. Dougan and Bolle, | 
Chicago, will serve the Midwest. 


Lhe Skyscraper Capitol 


at Baton Rouge, Louisiana 


IS IN WWL-LAND 


and so are 10,000,000 Customers from 5 States 


| 


| Coast, piling up extra duties for re- | 


| being done by the clubs in their own 


January 18. Talking with a new client 
who has suddenly discovered copy testing, 
I found the usual over-expectation of quick 
results from such procedures. A consistent 
program of such testing can be productive, 
and lead to improvements in copy. But 
such a program requires an infinite pati- 
ence, a willingness to test and re-test, and 
an ability to suspend judgments which 
most promotion-minded people do not 
seem to have. 

Oo 


January 19. Placed an order today for 
the insertion of a proven mail order page 
in a publication not previously used, and 
told the representative how many units of 
merchandise it would have to sell to pay. 
He nearly fainted. Most publication people 
believe in advertising in the same way that 
they believe in God—that it “moves in 
mysterious ways its wonders to perform.”’ 
They really wince when they see this mys- 
tery about to be su' jected to the cold test 
of traceable results. Apparently they have 
too little genuine conviction that the 
printed page can be made to sell — right 


now. 
* 


January 20. Publishers to whom the 
recent cut in paper tonnage presents a dif- 
ficult problem should review their ideas 
about the kind of paper they have to use. 
No doubt in the competitive selling of one 
publication against another the kind of 
paper may be important. But actually, so 
far as advertising response is concerned, I 
can find very little evidence that the kind 
of paper has anything to do with the effect- 
tiveness of the message. “The Kid in 
Upper Four” will get a reading on news- 
print as quickly as it will on m. f. book or 


coated stock. 
- 


January 21. There are all sorts of de- 
vices of layout and illustration which will 
improve the reading ratings of ads. But if 
you want to make sure of flagging the at- 
tention of the most prospects don’t over- 
look the appeal of the merchandise itself. 


Lao 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


It is presented in 


Most of us are natural window shoppers 
at any time. But when we are in the mar- 
ket then the merchandise or a picture of 
it is the best stopper. 


January 22. Going through a big city 
newspaper my eye picked up an obscure 
item with a date line from my home town. 
I have had this happen again and again. 
In fact, I will pick up the name of this 
town, and focus on it, when it is buried in 
the middle of a newspaper story over 
which my eye is merely roaming. This 
suggests that getting “attention” is far 
more a matter of what you say than it is 
of the size space you say it in. In short, 
it is doubtful whether “attention,” like the 
Kingdom of Heaven, can be taken by force. 
The reasons for using large space are of 
other kinds. 

. 


January 23. Had a report from Wash- 
ington that the New Dealers are plotting 
to have OPA use its powers to establish 
government grade labeling for many kinds 
of merchandise. This might well be op- 
posed on the ground of the huge army of 
graders that would be called for, but other- 
wise I cannot get excited about it. Unless 
private branding is abolished altogether, 
both the pros and the cons on this subject 
will find that the public will pay very little 
attention to these grades, and that con- 
sumer preferences for brands can still be 


maintained. 
e 


January 24. (ON THE NATURE OF 
ADVERTISING KNOWLEDGE) I have a 
friend who used to say that only God 
Almighty Himself is really equipped to be 
an advertising man. What he meant was 
that the mere number of subjects and skills 
in which we need mastery is impressive, 
and beyond a lifetime’s encompassment. I 
have tried listing them, and find that they 
would make a four-year school curricu- 
lum comparable to that for a doctor’s or 
lawyer’s degree. 


CAPITAL of 


dreds of miles. 


is ** 


“NEW ORLEANS 


prosperous 
Baton Rouge is right in the heart of 
59.508 square miles of WWL-land. 


THIS GREAT Deep South Market is 
dominated by just one station 
watt, clear channel WWL 


more powerful than any station for hun- 


50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Noat'l Representatives, The Katz Agency, Inc. 


Louisiana, 


50,000 


five times 


aa 


| 


McCall's Booklet 
Urges Informative, 
Service Copy 


New York, Jan. 26.—McCall’s this 
week issued a 72-page booklet urg- | 
ing advertisers and advertising 
agencies to adopt more informative | 
service copy for the readers of Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and Woman’s Home 
Companion, 

Titled “This Woman Needs Help,” 
the booklet uses editorial research | 
statistics and copies of readers’ | 
questioning letters to show increas- 
ing interest in editorial copy on food 
and nutrition, conservation of home | 
equipment, child care and training, 
personal care, and personal prob-, 
lems. 

The first half of the book repro-| 
duces sample editorial pages from 
all four of these women’s service 
magazines, while the second half 
presents two-score advertisements 
that give the homemaker “how-to- 
do,” “how-to-use,” “how-to-con- 
serve” service copy in food, clothing, 
household equipment and household | 
goods lines. 


Worcester Resigns 

Waldo T. Worcester has resigned 
as manager of the Maine operations 
of John Donnelly & Sons, Boston, 
and Fred Tewksbury has been ap- 
pointed as his successor. 


Resigns Fisheries Account 

McJunkin Advertising Company, 
Chicago, has resigned the advertis- 
ing account of Booth Fisheries Cor- 
poration. No new agency has been 
named. 


te 
id 7 


Made District Manager 


Ray Wright, formerly of Archi- 
tectural Forum, has been appointed 
district manager of Factory Man- 
agement and Maintenance in the 
Detroit area, succeeding R. P. Rose, 
who has entered the Army. 


Kelley to CBS 


Patricia Kelley has joined the 
publicity staff of the Columbia 
Broadcasting System, New York. 
She has been publicist and advance 
agent for the “Camel Caravan”’ for 
the past six months. 


another reason 


Pe 


.) OF LOS 


Los Angeles retailers —the 
boys who check every ad- 
vertising dollar at the cash 
register—used more time on 
KECA in 1942 than on any 
other Los Angeles network 
station. .. That's ANOTHER 
REASON proving KECA is 
really the Bargain Buy. 


ANGELES 


, bilge eX gy ey ee ie tea. fsa a ae re ee ave ibd Malet f ee” as = TL LN ea ee = TS Spice gee a pga) ee Oe Segre ee Space Pika. cae Sn Cg eR a : eine 
eS ee 
3 ae 
Beek SO Oe 
see ee 
Zi an a 
| ow? PT 
ee | ee 
a | 
es Sas 
4 e 
a ra | 
. . n oe Paince” | $. ae it: SS eis as in i 
ae ee Te eg: ye : 
A ag fa Ties eee Os a) thee ag sed -% e - : 
; a. . ' 5 a Pe ots a _- 
ae “ a ae iv ie | ; . ¢ a : - , WP * KH Wf ; 
hi ee ea ~ Te eo ~~ 2. a | 
ek gene on a - -/ ae 
‘i c i ie ‘hee ae i: ‘ : ‘a ‘ : i a Qe Be i Re 
é Shea i alli Hi i = Witte : fy * Se | 
yao dual Saar ey ‘ : iS pS ee a a mee i 
2 ie ae eat 2 ee apertt : _ Tae te ee : i oe a 
: ee - eee: Pe iy Be Pes ” ‘its 
ae — tie thee | a ee 
i a's aa e ; mt ——— nme el a aii ¥ ~~ “ | 
ae —_— oo a —- 
ee a pee a a cae ee 
os \ || 6. ou ae x 
a, — oe 1 we 
sc at Oe) : guil va AS fs : 
a ' RR hn a . te — —— 
7 a 2 ae a a Se pa —. 
r ton ae a’ F - oe Ss eos > on ait me: 
cea! ‘ea _ or Z 7 
, : ee Po 
ms ; 
og ee ee a 
i ee | 
: | 
es 
ee | \ 
laa d é 
- = re 
“ss a 
eo . ” 
; re 
‘ ¥ “tae 4. 
; , : New Orleans ra + ‘ 
$i , - , %e, : X 
7 > 
| 
ste aia 
hax, = aan 4 ‘ 
: me? 
| ‘> 
a es | Wi; ce : 
pe, Aa 
Dias : ¢ “ me? 
Fee ea ry Z i ~~ 
ae ae 
ae 
=. py 
es —— See 
Fil ee . a y 
we! | er Fr. ] 
Bg — | ie 
a > ae | 24 
a net asst si 8 Sy a 4 7 
{. oS — | 45 ee , Pe coh 
a A “ > ad ae hee 
aac ae 7 en 
’ , ae atin eh - 
—— | PT cece ; 7 
er | ie eee oe . ¢; UN. ® ae a ’ i a 
da, «BLUE AFFILIATE © FREE & PETERS, a. National Representatives 
Pot. 
25. | 
dg: <a 
Saree a 
, et. Jn 
ee oo 
> (| 
ee oe © 5 ; ‘ , / . 4 : ; . 
ex 2 a ee hy ; sali. Me ; : us z eed i= : a = eee 2 4s ie 
ae i ; foe pe > .— Yee ; Fa ie oe Re Ney tig 
i ae > A . SP gle By Ne ‘ a. & gir 4 Mio ; ae, e* oO Pe pe ee eT : 


ee % i Wn oy 
February 1, 1943 ADVERTISING AGE 29 
l, 1943 —— = —— - — es ~ oo 
I . . reconversion just as magnificent, in = carelessness and negligence on the 
—$—__ Po ulation Shifts order to fill the backlog of replace- Liberty Mutual home front. WPB Amends Order 
ment and latent demand of the Leading editors of newspapers Limiting Print Paper 


American people whose national in- Keeps Smashing 


ot across the country endorsed the 
come approaches $130 billions, plus ‘ ‘ slogan, “Smash the 7th Column,”’|} week issued an amended order, L- 
their savings of billions in war at 7th Column (AA, July 23) and reprints were | 241, governing the use of commer- 
bonds, their lowered debts and a| Boston, Jan. 26.—Asserting that| Offered free to business concerns, | Cial print paper. ; 
highly-rationed appetite for the} 1943 would see a continuation of its | Schools, and other public buildings,|, 4S originally issued, L-241 listed 
many things which compose the| nationwide advertising campaign in| Without reference to advertising. oe oe by ow . pberaed 
American standard of living.” newspapers and magazines to| Mr. Moore has been director of a anaes a 1943 "fan alae 
“Smash the 7th Column,” Liberty sales promotion and advertising } - : 


- . him to use 22%% of the gross 
Mutual Insurance Company, has an-| Since 1926 for both Liberty Mutual| weight of paper he used during the 


The War Production Board last 


After Victory May 
Qutstrip Today's 


New York, Jan. 26.—Problems aaa 
.aused by shifting populations may ° ° 
1. sreater after victory than during Tests Mi31 in Canada nounced the appointment of Bennett| and its associate company, United|entire base period, 1941. The other 
the war, according to L. J. McCar- Never before advertised in Can- Moore, vice-president, as director} Mutual Fire Insurance Company.|allowed him to use 90% in any 
thy, director of marketing, Hearst ada, Mi31 antiseptic, product of| of public relations. He has been| Batten, Barton, Durstine & Osborn quarter of 1943 of what he used 
magazines. a te ey age Toronto, | directing the campaign. is the agency. during the corresponding calendar 
Speaking before an American wl e advertised in a newspaper Initial “7th Column” copy broke quarter in 1941. The original order, 


as SRT ‘test campaign in eastern Ontario. |. : . as it w ord h 
Marketing Association forum on| Both dailies and weeklies are sched-|in newspapers last July 23 and in| Takes Fashion Job the suas uae ae oe — 


population and occupational shifts| wed, as well as spot radio. Ronald magazines July 27, with the cam-| ‘Tyydy Brent has been named pro-{viding the lowest tonnage. The 
yesterday, Mr. McCarthy called| Advertising Company, Toronto, | paign aimed at aiding the war effort| motion manager of Fashion ptm ommied order allows the printer 


attention to the adverse effects of| handles the account. by reducing accidents caused by|sories, a Haire publication. to use either schedule. 
the 100% increase in farm-to-town | 


migration in the past two years, 
which he predicted would decrease | 
greatly this year. 

“No one can accurately forecast | 
what will happen in population) 
shifts with the cessation of war,” 
Mr. McCarthy pointed out. “But 
we may recall that migration during 
World War I was less extensive 
than now, but that it did cause seri- 
ous problems when war centers 
suffered depression, causing distress 
migration of the unemployed. 


Many Shifts Visualized 

“The shifting of many more mil- 
lions now will bring about greater 
problems after victory. Many spots 
wholly devoted to war production 
will become ‘deserted villages.’ 
Others, such as army camps, or 
temporary military establishments 
or powder plant locations and ship- | 
building centers will probably lose 
population. 

“On the other hand, many great fs 
centers of industry which have dou- 
bled, tripled or quadrupled their 
producing capacity will reconvert } 
very quickly to the production of : td 
civilian goods. We have witnessed i 4] 
the magnificent conversion of 
civilian industry to war industry 
within a few months. We will see 


Why | Like to Write for 


Cosmopolitan 


- | ae i. AD . ~ “ 


‘ .  Paith Baldwin 


FAITH BALDWIN was selling 
verses at ten. She has produced 
more than thirty novels... and 
innumerable short stories. She 
began writing for Cosmopolitan 
15 years ago, and is one of the 
highest-paid magazine writers. 
Movie stars envy her fan mail 
Read her latest novel, Navy Girl, 
in the current Cosmopolitan. 


ed the en ae ; ; — ; 

sJumbia My job is fiction, of the so- and Cosmopolitan also provides magazine... Young and old, male 
AS. called light romantic type. Even that knowledge — I believe that a and female, they write to me—one 
idvance . . ° ° ° ° : » Ie _ ome fe ‘ 

an” for in wartime it has its place because _ foxhole of fiction is not only per- of my last letters was from a sol- 


some form of escape is necessary 
to everyone. 
Reading is certainly the best 


» missible but important. 


Current fiction is contempo- 
rary history. 


dier ona South Pacific island who 
had just read a story of mine in 
Cosmopolitan Rey 


I feel that the editors have a 
finger not only in the vast literary 
pie of the country but upon the 
pulse of reader reaction, 


From the mail I reeeive ad- 
dressed in Cosmopolitan’s care I 
realize what a large cross section 
of the country is reached by the 


form. I don’t mean you should be 
so drugged with it you lose touch 
with reality. But if you know 
what's going on in the world — 


ee ee ee ee ee ee ee a a a a a a a nh ee ee 8. ee 

Cosmopolitan’s increasing newsstand sales, at 35¢, prove that GREAT 
FICTION is a “must” today, as it was yesterday, and will be tomorrow 
— for millions of Americans. 

What type of Americans? The young, forward-facing, imaginative cle 
ment in every community. Men and women who are eternally look- 
ing around for something new and something good. 

Americans with the spending temperament, and the wherewithal to 


gratify their wants. TODAY'S BEST CUSTOMERS! TOMORROW'S BESI 
PROSPECTS! 


5,000 WATTS 
DAY & NIGHT 


600 KC 
The Only Columbia 
Station in Maryland 


* 
Paul H. Raymer Co. 
Aad, i Sales Reg sé, 


Newsstand Buyers Spend More Per Issue for Cosmopolitan (at 35¢) than for Any Other A.B.C. Magazine 
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"Metal That Flies 
Best’ Is Alcoa's 


Campaign Phrase 


Promotion Fund Nearly 
Equal to Past Year's, | 
Company Says | 


By RAYMOND G. GIBNEY 


Pittsburgh, Jan. 28.—Continuing 
to project its thinking toward the 
peaceful horizons of tomorrow when 
there will be more of the better 
things of life for everyone—includ- 
ing aluminum — the Aluminum 
Company of America will figura- 
tively hitch its wagon to a star with 
a general institutional campaign 
which will be one of the most 
dramatic phases of its 1943 adver- 
tising and promotional program. 

When aluminum went to war, 
Alcoa blazed a trail that many 
other important industries later fol- 
lowed by not only preaching but 
practicing the doctrine that, al- 
though there is nothing to sell 
today, there is much to advertise 
for tomorrow. 

Cc. C. Carr, advertising director, 
was a pioneer in advocating that 
every dollar invested now in war 
bonds and stamps represents a dol- 
lar invested in the future, creating 
a reservoir of consumer purchasing 
ability for the postwar world. Con- 
tinuing along that channel of con- 
structive thinking and planning for 
the civilization of tomorrow, Alcoa 
will envision the air transportation 
age of the future in a series of 
striking messages in color in major 
magazines. 


“Freedom of the Air” 


The initial advertisement, depict- 
ing an air liner soaring in the skies, 
proclaims that “Freedom of the 


lreedom af the Air 


the Shean tf le A v0 wes 


ALCOA ALIIMINUM 9 


Air is the Beginning of All Free- 
doms.” The over-all theme of the 
entire series is that the air, at pres- 
ent a battlefield, will become a busy 
peacetime highway. The company’s 
angle, of course, is that aluminum is 
the superior material for building 
airplanes, both now and in the 
future. 


we HAVE 


quis TO SAY 
asouTt THE 


neil STEELS] 


yaasaseaa? 
m oak 


Materials other than aluminum get a big 
play in part of Alcoa's 1943 advertising 
program. This series is appearing in half 

a dozen publications. _ 


and fully about competitive mate- 
rials, such as plastics, stainless steel 
and copper, and give credit where 
credit is due. This series will run 
in Business Week, Forbes, Manu- 
facturers Record, Modern Industry, 
Nation’s Business and United States 
News and is a continuation of the 


“imagineering” campaign employed 
by Alcoa in the same list of publi- 
cations last year, plus injection of 
the additional “imagineering” theme 
that competitive materials have 
their strong points as well as their 
weaknesses and there is no reason 
why they cannot work hand in hand 
with aluminum in the production of 
postwar goods. 

The remainder of the 1943 pro- 
gram follows practically the same 
pattern as last year, and virtually 
the same list of publications has 
been retained. A series of four- 
color and bleed pages is scheduled 
for American Magazine, Cosmopoli- 
tan, Life and Redbook. Emotional 
in character, they will be signed by 
“The men and women of Alcoa.” 
The same copy will be converted 
into posters to assist the war effort 
and build employe morale and will 
be offered free by Alcoa for use by 
other industries without any copy 
or signature. 

Institutional messages addressed 
directly to women will be continued 
with a series of four black-and- 
white pages in American Home and 
Better Homes & Gardens. These 
will tell the story of aluminum and 
Alcoa in relation to the war effort, 
particularly as it affects women. 

The campaign addressed directly 
to top management and business 
executives will be continued with a 


TO STUDENTS 
You r future 


is not forgotten 


* A MESSAGE TO MEN IN COLLEGE 


HETICAL ASIDE PRO 


yA ALUMINUM 


sraenme)ent 
rytd-7y - 
) ALC( 


Continuing its messages to college men, 
Aluminum Co. of America will make this 
pledge in college publications this spring. 


series of seven advertisements dur- 
ing the year in Farm Journal and 
Farmer’s Wife, Newsweek and Time. 
Also to be continued without change 
is the educational campaign de- 
signed to show how aluminum and 
Alcoa itself may prove interesting 
and helpful in the lives of future 
college graduates. This series will 


a 
appear in Newsweek and Time. plu 
46 college publications. Th, Usual 


list of trade and technical Publica. 
tions will be retained for 1942 but 
copy in these journals wij) ,. 
changed slightly to fit existing _. 


ditions. Alcoa will talk more abo, 
its products from two angles: iain. 


tenance of existing facilitie< to 
make them last as long as possibje 
and aluminum products of the 
future. 

And, although it has nothing t, 
sell for the duration, Alcoa’s entire 
advertising appropriation for 1943 
is about the same as it was fo, 
1942, according to Mr. Conner, wh, 
adds that this is concrete evidence 
of the company’s faith in the future 
and in keeping alive its name anq 
its products through the mediym 
of advertising. 

Fuller & Smith & Ross, Clevelang 
is the agency. Supervisor in charge 
of copy is E. L. Andrews, vice. 
president of the agency, who, it wil! 
be recalled, won the 1941 award of 
Industrial Marketing for his prepa- 
ration of the outstanding Aluminum 
Company campaign of that year. 


Joins Tracy, Kent 


V. L. Laustsen, formerly with 
McCann-Erickson, has joined Tracy, 
Kent & Co., New York, as produc. 
tion manager. 


According to C. C. Conner, assist- 
ant advertising manager, the gen- 
eral institutional phase of the new | 
program will consist of a series of 
four full pages in four-color and | 
bleed, which will appear at stag- 
gered dates throughout the year in 
Collier’s and The Saturday Evening 
Post. Initial copy will be in the 
Feb. 27 Post and the March 27 Col- 
lier’s. All advertisements will be 


signed: “Alcoa Aluminum, the 
metal that flies best.” 
Alcoa also is going to talk frankly 
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Admen in the 
Armed Forces 


Kenneth W. 
Plumb, vice- 
president and 
director of Fed- 
eral Advertising 
Agency, New 
York, has been 
granted a leave 
of absence for 
the duration of 
the war. He has 
been commis- 
sioned a lieuten- 
ant in the naval 
reserve and assigned to the public 
relations office, Third Naval District. 

Lt. Plumb joined the agency in 
1935. 

Jim Cominos, formerly with the 
Chicago office of Batten, Barton, 
Durstine & Osborn, Inc., is now a 
2nd lieutenant in the U. S. Marine 
Corps. 

Louis Ruppel, assistant to Thomas 
Beck, president of the Crowell- 
Collier Publishing Company, has 
been commissioned a lieutenant in 
the Marine Corps. 

Ralph Neave Jr., formerly market 
research director of Geyer, Cornell 


K. W. Plumb 


& Newell and Sherman K. Ellis & | 
Co., has obtained leave of absence | 
from the Lambert Company, New| 
York, to enlist in the Army. 


James S. MacVickar, assistant | 
| tising director of the Atlanta Con- 


account executive at Ruthrauff & 


Ryan, New York, has been commis- | 


sioned an ensign in the U. S. Navy, | 
aviation division. 
Clifford Pangburn, formerly serv- 


ing as a civilian with the price! 


adjustment board, Army services of 
supply, has been commissioned as a 
major. Maj. Pangburn was at one 
time copy chief of Lord & Thomas’ 
New York office. He will be sta- 
tioned in Washington, D. C. 

Garth Bentley, advertising and 
personnel director of Seng Com- 
pany, Chicago, has been commis- 
sioned a captain in the Army 
ordnance, and reported for duty 
Jan. 26. 

Charles H. Smith Jr., former 
assistant to the publisher of the 
Journal, Knoxville, Tenn., now in 
the Army air forces, has been pro- 
moted from second to first lieuten- 
ant. 

Recent “transfers” from the Min- 
neapolis Star Journal and Tribune 
to the Army are John Halling, for- 
merly with the advertising depart- 
ment, now with the Army in Miami, 
Fla., and William Gorman, field su- 
pervisor for the papers’ circulation 


department, now with the pom air 
forces in Texas. Joseph McGinty, 
| former advertising salesman, has 
| been promoted to first lieutenant. 
John K,. Ottley Jr., former adver- 


| stitution, has been promoted from 
first lieutenant to captain in the 
Army air forces. He is stationed 
at Columbus, Miss. 

Edward R. Dunriing Jr., sales rep- 
resentative for WINS, New York, 
has entered the naval reserve mid- 
shipmen’s school at Northwestern 
University. 

R. P. Rose, district manager of 
Factory Management and Main- 
tenance in the Detroit area, will join 
the Army. 

H. E. Gaillard, Cleveland manager 
for Mill & Factory, has resigned 
to accept a commission as lieutenant 


| (jg) in the Navy. 


Donald Smith, aviation cadet at 
the Army air forces. pre-flight 
school for pilots, Maxwell Field, 
Ala., has been named editor-in-chief 
of “Preflight Magazine,’ a cadet 
publication. In civilian life Mr. 
Smith was a copywriter with 
Kroger Grocery & Baking Com- 
pany. 

Douglas Campbell, director of 
public relations for Pure Oil Com- 
pany, Chicago, has heen commis- 
sioned a lieutenant in the Navy. 


Seebach to Be First 
Ad Club Speaker 


Julius Seebach, vice-president in 


|;charge of programs of WOR, New 


| 


York, will open the New York Ad- 
|vertising Club’s radio production 


clinic Feb. 4, speaking on “Pro- 
gramming.” 
Later speakers will include 


Robert Simon, director of continuity 
at WOR, whose topic will be “Words 
and Music,” on Feb. 8, and Roger 
Bower, WOR’s senior producer, who 
will talk on “Production in the 
Studio,” on Feb. 11. The three re- 
maining sessions will be conducted 
by Frank Dahm, freelance writer, 
Robert Colwell of J. Walter Thomp- 
son Company, and Mrs. Harold Mil- 


|ligan of the National Association of 


Manufacturers. 


Henoch to Norman Rich 
Irwin H. Henoch, formerly a 

member of the sales staff of Chicago 

Offset Printing Company, has joined 


the sales staff of Norman Rich 
Studios, Chicago, advertising art 
producer. 

Curtis Names Hannah 


Curtis Publishing Company has 
appointed Lester W. Hannah as 
manager of publicity for Country 
Gentleman, with headquarters in 
Philadelphia. Mr. Hannah formerly 
was sales promotion manager of R. 
Wallace & Sons, Wallingford, Conn. 


MEET AMNESS 


Shes Mis. Consumer of JD#3 


She Forgets Trade Names... and 
products and packages that war pro- 
duction or priorities have removed 


She PtueN 


A RADIO CORPORATION OF AMERICA SERVICE 


> Ld 
ars 


| Brought Her Back Alive for you 
wartime advertisers to see. She is 
the typical American consumer of 
1943. Amnesia. That’s what I call 
her...because she’s the gal who can 
forget so much, so fast. 


from the market. She even forgets 
to buy the things she can.. 
you “keep her remembering.” 


A Consumer Memory Course is 
definitely indicated in this case. And 
that’s an educational assignment 
that the Blue Network can carry 
out for you.. 
on a wartime advertising budget. 


.unless 


. effectively .. . even 


ees nae’ 


Or, Again, Maybe You Have some- 
thing to sell. Then “keep ’em re- 
membering’’ to buy. . 
BLUE stations, with 86% coverage 
of the 561 coast-to-coast counties 


that do 80% of U. S. retail buying. 


sors In 1942... 


Maybe You've Nothing To Sell. 
Lots of BLUE advertisers haven't. 
So they tell about their war output 
... or how to make their products 
go farther. That way they “keep 


‘em remembering” till after the war. 


.via the 147 


So Keep Amnesia Remembering 


...and millions like her.. 


.over the 


network that won most new spon- 


and can carry your 


message into more homes per dollar 
than any other national medium. 


TO CO-WORKERS | 


<é 
Oy 
4 
a 
fs 
4 


Dan says: 
“| see a lot of ND bearings. 
They are the most importont part 


of aircraft instruments. if you 
want this wor to end soon, keep. 
those bearings rolling down the b. 
assembly line, so we can deliver Fd 


those bombs to Tokyo.” : 
j 


Dan Patterson, like other employes of 
New Departure Division now with the 
armed forces, puts over a “speed pro- 
duction” message in one of the posters 
found highly successful by the company. 


War Posters Aid 
Morale at GM New 


Departure Division 


New York, Jan. 26.—War produc- 
tion posters on display throughout 
the plants of the New Departure Di- 
vision of General Motors Corpora- 
tion, Detroit, were credited this 
week with playing a large part in 
maintaining employe morale by 
Carleton B. Beckwith, advertising 
manager of New Departure. 

Instead of using either syndicated 
stock posters or issuing their own 
in the conventional pattern through 
which management talks down to 
employes, the division is permitting 
employes on leave with the armed 
forces to speak to their buddies and 
workmates on whom the burden of 
production falls, according to Mr. 
Beckwith. 

The “step up production” posters 
stress that “Lost Time Can Lose 
This War,” and inform personnel 
that starting time is a “zero hour,” 
while working days are fighting 
days. And by way of a challenge, 
copy blasts, “You have a date with 
the enemy ... everyday, on your 
job at New Departure.” 


LET'S GO, NEW DEPARTURE ! 


Cleveland Toilet Goods 
Group Names Officers 


Harry G. Payne of Harriet Hub- 
bard Ayer, Inc., has been elected 
president of the Cleveland Toilet 
Goods Association, which was 
formed following the cosmetic 
shows held in the Ohio city last 
September. 

Other officers are 
Walsh, Yardley & Co., vice-presi- 
dent; Don B. Sherman, Houbigant 
Sales Corporation, secretary-treas- 
urer; Clarence W. Burt, Shulton, 
Inc., publicity director; and M. F. 
Wallace, Luxor and American 
Beauty Products, and W. S. Morgan, 
Allen B. Wrisley, Inc., members of 
the board. 


Walter J. 


King to ‘Post Exchange’ 

Post Exchange, New York, has 
appointed Lansford F. King as man- 
aging editor. Mr. King formerly 
|was with Aitkin-Kynett, Philadel- 
phia advertising agency. 


Names Noee, Rothenburg 

The Telegraph Herald, Dubuque, 
|Ia., has appointed Noee, Rothenburg 
& Jann, Chicago, as national adver- 
tising representative. 


Affiliate: Rock Island ARGUS 


MUTUAL NETWORK - 1270 KC 
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Sterling Products 


Biggest ‘42 User WIRED Séscicaen reyes" 10,279 
| Sales Builders, Inc... 1,364 | 

. Seaside Oil Co. kas 8,206 | 

of Time on Blue | A. Schraeder’s Sons 7,130 
Higgins Industries . 6,284 

New York, Jan. 26.—Largest user | Scovill Mfg. Co... 6,170 
of time on the Blue Network during | AUtecar Company 676 
a . a ..| Nestle’s Milk Products. »,569 

1942 was Sterling Products, Inc., it Libby, McNeill & Libby 5 262 


was learned this week when the 


White Motor Co. 5,211 


‘| Keller Appointed to 


| Journal 


Blue released a list of the advertis-| Pacquin, Inc. ........ 5,148 
, . ° » _ ‘ ack « 
ers and agencies placing time on the | = eae ne — ; +r 
network. As reported in ADVERTISING | Fisher Flouring Mills. ie 4,585 
AGE last week, gross client expendi-| Babcock & Wilcox Co.... 4,373 
tures on the Blue in 1942 were $15,- pote age once A sack Co.... ree 
: Aus Str RSE Pe 
782,493, an increase of 22.7% over| Kerr Glass Mfg. Corp 410% 

1941, when gross time sales were} Chiorine Solutions, Inc.... 4,038 
$12,858,169. Gilbert & Barker Mfg. Co. 3,881 

Advertisers and their expendi- nt tt nee cnet sew sie ooo 

. Jenkins a celensenas 5S 
tures on the Blue in 1942 were as} wa nington Cooperative Hes 
follows: & Poultry Assn.......... ; 2,549 
Sterling Products ... $1,710,654 | Calavo Growers of California. 4,020 

Good Will Hour. . .$585,306 L. B. Laboratories cases 684 

Manhattan at Mid- Doubleday, Doran & Co. 340 

oS Pees 338,800 CGOTOON BEND sv veerccccne 165 
American Melody OR RET 
Hour .......... 78,410 DG. +2neéct need sas kes $15,782,493 
c . ee - 
a: peti GROSS EXPENDITURES BY - 
Covceserse 3, 

Orphans of Divorce AGENCIES 
& Second Husband 315,252 Blackett-Sample-Hummert ..$ 2,454,298 
Amanda of Honey- Young & Rubicam.......... 1,423,288 
moon Hill...... 314,352 Wade Advertising Agency... 1,277,917 
American Home J. Walter Thompson Co...... 1,168,219 

Weeducte 1.453.832 BEMOM, TGs ssscvssveiensss 1,030,288 

aay Aces Jieates 414.997 : 4 Roche, Williams, Cunnyngham 1,015,598 

Sunt Plain Bill. ees 313.996 Ruthrauff & Ryan.......... 866,045 

John’s Other Wife. 313,996 D’Arcy Advertising Co....... 538,086 

Mr. Keen. Tracer Lennen & Mitchell........ 573,780 

ate . J. Stirling Getchell........ ; 347,278 

of Lost Persons. 410,843 ; a 
; tenton & Bowles.......... 317,138 
Miles Laboratories + 1,277,917 Aubrey, Moore & Wallace... 305.544 
Ford meoter CO... 2s 1,012,626 Pediaf & RYOM....ccccvcs 289,097 
General Mills ery $43,383 Buchanan & Co.......... 284,658 
page Co. ...+4.. erg bh Gardner Advertising Co..... 267,816 
8: Ee ee re 786,92 eile, ih adnlhaee ona 7 
Siees Macbnede 578.191 W arwik k & Le gler Pyeek Wess a 257,741 

‘ og ate dibnd ) a. Newell-Emmett Co. ..... 242,130 
Andrew Jergens Co 541,488) small & Seiffer........... 228,654 
Aaa en ihe ( nig yee pres Henri, Hurst & McDonald 225,337 

ristol-Myers Co. 405,805 ‘Yr . . » (%¢ ) 

J. B, Williams Co... 351,036 Legg — er > aaa oan bas 
ees ees _ cov ane Kenyon & Eckhardt...... 194,436 
General Foods Corp.... 317,1% Batter Barton, Durstine & 

Williamson Candy Co.. 305,544 Debern es <0 ieee eee a's ‘ ‘ 124,901 

nee ig oy Ss ne aa a. Glicksman Advertising Co.... 122,290 

epsi-Cola 0. ceeese 242,1% McCann-Erickson 120.386 
Dr. Earle S. Sloan, Inc.. 217,314 Emil Mogul Co. seoeees 107,062 
Wheeling Steel Corp...... 708,888) Raymond Spector Cees 103,016 
R. J. Reynolds Tobacco Co.... 203,786 | Waish Advertising Co.. 102.672 
Standard Brands ........ <7 194,436) Joseph Katz Co...... a 100.041 
——— & Cigar Co... regs 7] H. W. Kastor & Sons Adv. Co 96,848 

SIMRO UNC. ccc csscces es 2321 Clements Co. ....... 96,609 
_ Bvether, Inc... ae rae Ted Bates, Inc....... 88,575 

CXAS WO. oe sscveces $2,597! Albert P. Hill Co... 73,407 
P. Ballantine & Sons. 159,708 MacWilkine & Cole 61 656 
ge pene aaneene sae hie Walker & Downing 60,687 | 

- Oriard VO...... 31,592) Duane Jones Co........ 58,572 | 
Adam Hat Stores. , 22,290 | sAdleon I pend & Associates 56 96 | 
Cream of Wheat Corp 114,622 Morse lnternationa! } ; pes 50 039 
Pillsbury Flour Mills Co. 114,216] 5 Mf. Mathes, Inc... 12260 | 
Trimount Clothing Co 107,062) nonahue & Coe... 88.755 
Serutan Company or 103,016/ 5 »p. Tarcher & Co. 35. 96 
Ontario Travel & Publicity Bu- ae Russel M. Seeds Co.... 33,952 | 
E ey ™ ORES et pop | Lord & Thomas........ 29,300 
DEWLME, SNC. +++» + J. William Sheets......... 24,844 
Welch Grape Juice Co 96,848 hee ae ll petal & Co 18,967 
Pan-American Coffee Bureau 95,520 | Keeling & io. oF ate : 13.644 
Langendorf United Bakeries 88,697) Direct ......... 8.254 
eS a ee 73,407 | wreCarty Co. ............... 8,206 
Man pouch semnoce vo peed Pacific National Adv. Agency 7,134 
en nobel 61,656 | Kk. M. Freystadt Associates. . 7,130 | 
Minneapolis-Honey we eer . 9 

tegulator Co. , ; 56,796 | anomie ig Manco sical Setone nye 
Semen tne 50.039 Tay ’ re £ Beeesstenesoae Oe 
a » ANC. «4s. oes : vee’ | Leon Livingston Adv. Agcy.. 5.569 
— ny hite Lead & Color an219| Glasser-Gailey & Co....... 4,801 
soniye Aide ta es edge aod ROC COMORES bc cccesees 4,644 
Modern Food erases — 48,597 William B. Remington, Inc 4,200 
ae ee 1e.017 | Barton A. Stebbins Adv. 

. > on Se we BEEED cou dasecinde ds 4,038 
Canaca wry ange ae rgd Raymond R. Morgan Co. 4,101 
port agi gaa Co pray Peck Advertising Agency 3,338 
ow 6, snc. %5,/99 | Horton-Noyes Co. ..... 2,591 
Smith Brothers 5,226 cich & Drum... 1364 
ee oaana Schwab & Beatty. 40 

olitical ..... , , 29,5 Fort & Co...... 165 
Tide Water Associated Oil Co. 29,300, 7° paneled 
Skinner & Eddy Corp. 24,844 $15,752,909 
Northwestern Yeast Co 18,967 P 
oe “es : mee olitical 
cogil gg 4 = = ayn Duane Jones Co $ 15,200 | 

ee “eens o'c44| Wellman Adv. Agency 10,154 | 
Wilson Milk Co 13,644 Direct sie 2 596 

Leighton & Nelson te 
678 


Halpern Adv. Agency 37 
La $ 29,5 
Total 


Grand 


| 
GROSS EXPENDITURES BY IN-| 
DUSTRIAL CLASSIFICATIONS | 
j 


Automotive : ; $ 1,023,513 
cigarets & tobacco 


Cigars 588,107 
Clothing & dry goods 229,352 
| Confectionery & soft drinks 1,583,163 


Drugs & toilet goods 6,841,576 
HUTCHINGS Financial & insurance 61,656 | 
Foods & food beverages 189,264 | 
Lub ints, petroleum prod 
ING & fuel 1.346.562 
7 Macl er farm equipment & 
° F mechanical supplies 307,933 | 
Paint go 0 4 
/ Stationery & publishers 358,297 
J Travel & hotels 102,672 
Wines, beer & liquor 159,708 
P l 29,584 
Mi s 72,06 
l $15,782.49 | 


‘Announces Bureau Dinner 

The Bureau of Advertising of the 
American Newspaper Publishers’ 
Association has announced that its | 
annual dinner in conjunction with | 
the ANPA convention at the Hotel | 
Waldorf-Astoria, New York, will be 
a “Victory Dinner.” Harold Hall, | 
business manager of the New York | 
| Times, heads the dinner committee. | 


| 
| 


Photo-engravers in Chicago 


207 North Michigan Avenue 


Franklin 5854 


N. Y. Publicity Post 


Harold Keller, former legislative 
correspondent for the New York 
and American and confi- 
dential secretary to Gov. Thomas E. 
Dewey, has been appointed deputy 
commissioner of the New York divi- 
sion of commerce and director of 
state publicity. 

The division of commerce was 
established last year, merging sev- 
eral bureaus, and the bureau of 
state publicity has long carried on 
an advertising and publicity cam- 
paign intended to attract tourists 
and industries. In his new position, 
Mr. Keller takes over the work of 
two former state employes, Maurice 
F. Neufeld, who is now an Army 
captain, and Allan Reagan, who 
resigned Dec. 31 as publicity di- 
rector. 


Gannon Joins Block 


Edward C. Gannon, formerly in 
the traffic department of J. Walter 
Thompson Company, Chicago, has 
joined the Chicago sales staff of 
Paul Block & Associates. 


BBDO Names Bridge 


John M. Bridge has been named 
an account executive by Batten, 
Barton, Durstine & Osborn, New 
York. 


OWI, Agriculture 
Approve Council's 
‘43 Fire Campaign 


New York, Jan. 26.—Both the 
United States Department of Agri- 
culture and the Office of War Infor- 
mation have approved plans for 
expanding during 1943 the highly 
successful forest fire prevention 
campaign launched last spring, the 
Advertising Council revealed this 
week. 

Keyed to the slogan, “Our Care- 
lessness—Their Secret Weapon,” the 
1943 drive will include advertising 
in newspapers, magazines, radio, 
outdoor and other media, either 
sponsored by local advertisers, or 
contributed by the media. 

The advertisements will empha- 
size the need for conserving timber, 
a critical war material, with such 
headlines as “Will You Be the Next 
Grave Digger?” “This Would Tickle 
Tojo,” and “Hitler Would Love 
This.” 

One advertisement will feature a 


book of safety matches as “The 
World’s Deadliest Weapon . of 
Sabotage.” 


More than 5,000 outdoor boards, 
hundreds of thousands of smaller 
posters, 13 million envelope stuffers, 


—— 


12 million bookmarks and 
prints of movie trailers will bs 
duced by the Department of Agri. 
culture for use in timber territo,;,. 
The 1942 campaign, prepared 
an Advertising Council pool und. 
the chairmanship of Don Beldq 
chairman of Foote, Cone & Beldj 
was picked up by media and useq 
on a large scale. The new campaigy 
was directed by R. Z. Eller, adver. 
tising director of California Fry; 
Growers Exchange, as council coor. 
dinator, Mr. Belding, as head of the 
volunteer talent pool, and Ralp) 
Allum, council project director. 


1,009 


nr 
pro. 


R & R Appoints Gordon 


Daniel M. Gordon has been ap. 
pointed manager of the media 
department of Ruthrauff & Ryan 
Inc., New York. Theodore C. Fishe; 
remains in charge of the radio time 
buying section of the media depart- 
ment and Walter G. Smith, vice- 
president and now a member of the 
account executive staff, will con- 
tinue to direct all media planning 
activities. 


Duff Advances Walker 


P. Duff & Sons, Pittsburgh, has 
promoted John Walker, formerly 
sales manager, to vice-president 
and director of sales. The company 
plans an extensive newspaper cam- 
paign for its baking mix. 


QO. of Champion’s southern timber 


lands comes wood for conversion into pulp for vital war use. Pull 


is a necessary ingredient in the manufacture of explosives for th 


United Nations, and in the production of shell containers, wate! 


proof wrapping for mechanical parts and food, and other necessiti 


for fighting men. Pulp and paper take a most important place, to 


as substitute materials for certain critical metals. With roaring, battet 


ing guns, and with the gentler persuasion of the printed page, Cham 


pion pulp and paper continue to fight a winning battle for Americ 


THE CHAMPION PAPER AND FIBRE CO., Hamilts’ 


MILLS AT HAMILTON, OHIO . 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, ! nie! 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS « CINCIY”’ 


- CANTON, N. C. .. . HOUSTON, TEXAS 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
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1,009 ——— mestic in the sense that Canada SHARE YOUR PAYCHECK AND YOUR TAXI 
© pro. ‘i can proceed entirely on its own - : SS 
Agri Postwar Planning initiative: 
OTIS 1. Employment opportunities 
Sa by How Business and Industry Are Preparing within the Dominion. 
a for a Peacetime World 2. The conservation and utili- ) 
re ing, Edited by RALPH O. McGRAW zation of natural resources. | 
Ging, — 3. The development of plans| 
1 used Canada’s Postwar Plans | Montreal. for publicly-financed con- 
ee if all the current plans for post- The Committee of Reconstruction struction projects. | 
“a war reconstruction were put into is to work in conjunction with other | (b) Problems that lie within the | 
eean. effect there would be confusion | governmental agencies—the Cana- a of domestic action, ll 
of the enough to stop production and trade, | dian section of the Joint Committees though effectiv — of the solu- | 
Ralph asserts C. M. Short in reviewing the|of Canada and the United States, tions will be greatly affected by | 
i jemocracies’ plans for peace in a| which was formed to stimulate eco- developments in other parts of | “a 
recent issue of Canadian Business.| nomic cooperation between the two the world: 
Being closest to home, his outline of| countries, the Department of Pen- 4. The relaxation of wartime 
n Canada’s postwar planning organi-| sions and National Health, and a , controls. a a “a 
Nn ap. zations and their activities are|Committee on Demobilization and| 5. The rehabilitation of agri-| 
media worthy of attention. | Rehabilitation. There is also a Par-| culture. ~ = eee 
Ryan, Early in 1941, Mr. Short reports,| liamentary Committee on Recon- | 6. The rehabilitation of indus- | aetna at ell lll ; 
Fisher 4 special committee of the Dominion} struction made up of representa-| try. THROUGH THE PAYROLL SAVINGS PLAN 
> time government’s cabinet was delegated | tives of the various political parties| (c) Problems that affect vitally the | water prarsior Ale You? ie 
epart- to consider postwar reconstruction. | with power to deal with specie! future prosperity of Canada but oneal! £ ad: : 
vice- Later in the year the responsibilities | phases of reconstruction and reha- | depend for their solution in| so at let | A Yellow Cob Compony 
of the of studying and recommending pre-| bilitation problems. large measure upon interna- PEMATE WITH THE ODT (Dk ccodtanta ai ” 
Boa sa cise Measures to be taken were The James committee has already tional discussion and coopera- | eb cries seeing 
tte passed on to a Committee of Recon-|done an immense amount of work | tion: Yellow Cab Company 
struction under the chairmanship of | of consultative and research charac- | 7. The structure of the world ee eee 2 
Dr. F. Cyril James, principal of | ter, according to Mr. Short, but) economy. | Simultaneously urging purchase of war bonds and frankly admitting that it will 
‘ McGill University. Dr. James has|much more time is required for its | 8. Monetary and fiscal policies.; be necessary to make one cab do the work of two or three for the duration, the 
1, has associated with him representatives | completion. Reports available, how-| 9. Canada’s foreign trade. Yellow Cab Co., Philadelphia, aS ogee om FUREIRG © Sores of advertisements in 
merly of labor and industry, as well as | ever, show the direction in which | Mr. Short points out two apparent ee Sin @ ease oni ble “4 oe wo fe step toward 
sident two well-known academic authori-|the committee is moving. The/| fundamental objectives in this pro- EG TED CEE WENPENTES FST. AGED sown te The Sgeney, 
(Ww we 
npany ties, Dr. R. C. Wallace, principal of| framework of reconstruction is as|gram-to-be: (1) full employment t! 
_— Queen’s University, and Dr. E. | follows: ‘for all who are able and wish to|may be compatible with the attain-|tradition of free enterprise and 
Montpetit of the University of! (a) Problems that are entirely do-| work; (2) “to preserve, as far as|ment of full employment, the basic| personal initiative in both political 


and economic life. We are not 
envisaging the creation of a com- 
pletely new society, nor are we 
writing a Utopian program of what 
|society might be if there were np 
traditions.” The quotation is from 
| che minutes of proceedings of the 
|Special Committee on Reconstruc- 
| tion. , 

| With these basic ideas, says Mr. 
Short, the committee has proceede@ 
thoroughly to analyze all the prob- 
lems on its agenda, the final results 
of which will be highly interestin 

and probably of a constructive na- 
ture. For the present, he suggests, 
it is well to keep in mind that the 
committee has no_ intention of 
recommending that a major and 
crippling operation be performed Off 
the capitalistic body. “ 

Bo ao 


The labor-management committee 
movement, organized to boost 
American war production, will live 
long after the war, predicts William 
G. Marshall, chairman of the labor- 
management committees of the War 
Production Board, and vice-presi 
dent, Westinghouse Electric & Mfgf( 
Company. If the impetus provide 
by the committees can be carried 
into peacetime production activities 
after the war, both labor and man- 
agement will benefit immeasurably 
through better understanding of 
common problems and objectives 
and mutual interests, he believes. 


The changeover from war to 
peace will not be made as quickly 
|}as that from peace to war, points 
j}out Don Partridge, editor of West- 
ern Metals, in its initial issue, in 
which he discusses “Planning for 
the Coming Peace.” The difference, 
|he says, is that in the change now 
being completed, the emphasis was 
on immediate production, with 
financing based largely on govern- 


timber 
ce. Pull 


for th 


_ ment funds or on government con- 
. water | . veer ; . 
tracts. rhe reconversion will be 
made with a much more permanent 
eit 
ressitie production in mind. It will be 


financed largely by private funds 
| Thus, the second change is likely 
to require much more time 


ice, 100 


, batter Levyne Gets Account 
S 


A. Levyne Company, Balti- 
more, has been named to direct ad- 
vertising for Marlboro Shirt Com- 


, Cham 


pany, Baltimore 
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Canned Food Study 
Shows Rationing 
Will Change Habits 


Attitude of Home 
Economics Teachers, 
Grocers Reviewed 


New York, Jan. 28.—Some indi- 
cation of the change in normal eat- 
ing habits that may be caused by 
rationing of food products, and par- 
ticularly of canned foods, is shown | 
by an intensive study of food atti- | 
tudes and food consumption com | 
pleted late last year by the research 
division of the Can Manufacturers | 
Institute. Although the complete | 
study was made solely for the) 
members of the institute and has 
not been made public, some of the 
more interesting figures have been 
made available to ADVERTISING AGE. 

Per capita consumption of the 
leading eight groups of canned 
vegetables—asparagus, beans, beets, 
corn, peas, pumpkin and squash, 
spinach and tomatoes—rose by 
55.5% between 1920 and 1940. In 
the first decade of that period, con- | 
sumption averaged 16.73 pounds 
per capita; in the latter decade, it 
averaged 20.14 pounds, an increase 


of 20%. In 1920-24, average con- 
a a a oe oe oe oe a 
* +. 
* Lowest cost * 
— . . . * 
* in the business field : 
. ($4.80 per page per 1,000) 
* = 
THE 

*% = OMILITANT 

VOICE OF 
xe —séBUSSINESS 


sumption per capita was 14.64 
pounds; in 1925-29, it was 18.92 
pounds; in the 1930-34 period, the 
depression caused a slight drop to 
17.52 pounds; but in the last five 
years of the period per capita con- 
sumption hit a peak of 22.76 
pounds. 


Fruits Rise More 


An even greater proportionate in- 
crease was found by the institute 


than during the initial five years of 
the study. 

As for milk, the institute’s study 
revealed a consistent rise in per 
capita consumption—from approxi- 
mately 10 1/3 pounds in 1926-30 to 
15% pounds in 1935-40, a gain of 
51%. In a normal year canned 
milk is by far the largest single 
item of processed food packed in 
metal containers. Approximately 
90% of canned milk is evaporated, 


Source of Material 


Government 
Universities 

Food Manufacturers - 
Can Manufacturers 

Glass Manufacturers 

Frozen Food Manufacturers 
Dehydrated Food Manufacturers 
Magazines 

Meat Packers Institute 

National Dairy Council 
Household Finance 


*Less than .5% 


SUPPLEMENTARY CLASSROOM MATERIALS THAT 
TEACHERS PREFER 


Consumers Union or Similar Group 


American Home Economics Ass’n. 


Percentage Answering 
Desire 
More 
Most Used Material 

Valuable Most From 

% % % 

88 64 42 

64 37 39 

54 46 19 

46 21 31 

34 18 9 

11 8 7 

6 3 25 

2 1 17 

5 4 1 

ae 2 1 

2 2 ° 

1 1 ° 

1 1 ¢ 

Research division, Can Manufacturers Institute 


in the consumption of fruits (not 
including juices) over the past 20 
years. A study of 11 fruits, com- 
prising practically the entire canned 
fruit pack—apples, apricots, berries, 
cherries, grapefruit, olives, peaches, 
pears, pineapple, plums and fruit 


| as 


| 
| 


| 


distinguished from sweetened 
condensed, malted milk, and other | 
types. The per capita consumption | 
of canned milk showed a remark- | 


|ably even upward trend during the | 


period studied, without the tem- 
porary recession during the depres- | 


salad—showed that during the first| sion years which was indicated for 


half of the 20-year period average 
consumption was 10.69 pounds, and 
that during the second half con- 
sumption was 14.13 pounds, an in- 
crease of 31.2%. During the first 
five years of the 20-year period, 
average per capita consumption 
was 8.74 pounds; in the next five 
years it rose to 12.64 pounds; in the 
depression period it dropped to 
11.99 pounds; and in the last five- 
year period it reached the peak of 
16.26 pounds, a figure 86% greater 


JUST as moths are attracted 


flame - so are the ears of North- 
eastern Ohio buyers attracted to 
WHK. WHK has that certain 
something - that certain quality of 
programming that attracts listeners 


and converts them into buyers oe 


WHK specializes in “local flavor’. 


WHK sells! 


WHK 


CLEVELAND, OHIO 


toa 


@? 


Represented by: Paul H. Raymer Company 


vegetables and fruits. | 


Study Teachers’ Reactions 


Other portions of the research 
division’s comprehensive study 
were also of major interest to can- 
ners and to others selling various 
types of foodstuffs. For example, 
the research division, with the aid 
of a corps of trained psychologists, 
interviewed 500 high school teach- 
ers of home economics in an effort 
to measure the attitudes of these 
teachers toward various types of 
food containers and their opinions 
and impressions regarding publicity 
and promotion material relating to 
food and food containers. 

When asked, “Would you say that 
food advertising today is generally 
honest and informative?”, 74% said 
yes, 25% said no, and only 1% held 
no opinion. Among the teachers 
who viewed advertising with a 
jaundiced eye, it is notable that 6%, 
the largest segment, damned all ad- 
vertising impartially, asserting that 
“no advertising is honest.” An- 
other 4% asserted that it might be 
honest but was not informative 
enough; 3% said that advertisers | 
overemphasized the value of their | 
products; another 3% found “dis- | 


\tortion of facts in favor of their | 


products”; another 3% said “too 
many are concerned only with 
profit, not the health or interests of 
the public’; others decried “too | 
much glamor, not enough facts,” 
and too much “fear” advertising. 


Give Preferred Sources 


A significant question asked of 
the teachers was: “Which of the fol- 
lowing are the most’ valuable 
sources of factual information for 
your teaching?” The government 
won out as the favored source, with 
88% mentions; 64% voted for uni- 
versity materials, largely from state 
agricultural and similar institutions, 
and 54% for material issued by 
food manufacturers. Material from 
Consumers’ Union and similar 
groups won the approval of 46%. 

Another section of the study con- 
ducted by the research division of 
the Can Manufacturers Institute 
consisted of interviews with grocers 
in 22 cities, some 500 of them, con- 
sisting of average-size outlets, both 
chain and independent. 

Forty-eight per cent of the gro- 
cers declared that the name of the 
brand is the most important factor 
influencing the consumer in buying 
a particular product in a particular 


container, the _ institute reports. 
while 20% of the dealers expressed 
the opinion that the descriptive | 


| Price was considered an important) Erwin, Wasey. 


U.S. PER CAPITA CONSUMPTION 
OF CANNED VEGETABLES 


6 on etmater by Unt Dept of 
anti cme ng Apeagey, Boar -, Beet. 
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U.S. PER CAPITA 
CONSUMPTION OF CANNED FRUITS 


BASED ON LITIMATES OY US DEPT OF AGRICULTURE 
AND COVEDING ADOLET APQKOTS Biba’ Crtenes 
GRAPEF QUIT, OLIVES, PEACHES GEART PINEAPPLE, 
PLUMS AND Fowl /hiAD 
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~"fas-20 
| 1Q-YEAR 
AVERAGE 
| 5-VBAR 
| AVERAGE 


10.69 LB. 


14.13 LB.jve 31.2% ever 1920-30) 


8.74 LB. 12.64 LB. 1.99 LB. 16.26 LB. 


[UP 88.07 OVER 1920 -25/ 


These graphic presentations of the per capita consumption of canned fruits and 

vegetables during the years from 1920 to 1940, made available to Advertising 

Age from a privately circulated report of the research division of the Can Manu- 

facturers Institute, indicate how shortage of foodstuffs and packaging materials, 

translated into rationing systems, will cause serious changes in the food consump- 
tion habits of American families. 


label on the package was the To Erwin, Wasey 

most important influence. Combin- | 

ing these two similar responses, the} Erwin, Wasey & Co., New York, 

institute says, it may be said that | has been appointed to direct gen- 

the branded label received a prefer-|€@l magazine and business pape 

ential vote of 68% from grocers. advertising of the Air Express Divi- 
Grocers rated their own influence | $107 of the Railway Express Agency 


: - : |New York, effective March 1, thus 
at a substantial figure, with 36% of | nsolidating Air Express advertis- 


them asserting that their own | ing with the Air Transport Associa- 
recommendation was the most im- | tion’s joint national advertising 
portant factor in influencing sales. | campaign, which is also handled by 
Roger M. Combs 
factor by only 29%, while a mere|Jr. is the account executive. 


3% mentioned the type of container 
MAILING SERVICE 


as an influence in purchase. 
Multigraphing — Filling-in 


Hamilton Joins ‘Puck’ 

William Thomas Hamilton has re- | : : : 
signed from the sales division of| Addressing—Mimeographing 
Station WOR, New York, to join the | 


advertising staff of Puck — The| THE LETTER SHOP, Inc. 


Comic Weekly. (431 8S. Dearborn St. Wabash 


Wanted: 


A CREATIVE 
SALES PROMOTION MAN 


The man we're looking for is probably now employed. 
He is a man with proved experience in planning, 
writing and producing sales promotion programs. He 
gets things done on time. He is seeking greater 
opportunities with one of the nation's foremost or- 
ganizations in a field that is very active now and will 
be bigger than ever before in post-war America. He 
is successful in handling promotions to dealers and 
wholesalers as well as to a field selling organization. 
Specific experience in the building industry desirable 
but not absolutely essential. If you believe you are 
the man, write complete details—age, education, 
experience, present salary, nationality, references— 
and enclose a photo. Your reply will be held in strict- 
est confidence and returned to you if you so request. 
Address Box 3934, Advertising Age, Chicago, Ill. 
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Leading Magazine Advertisers in 1942 


Companies Which Spent Over $100,000 with Comparisons for 1941, 1940, 1939 


An Exclusive Advertising Age Compilation Based on Records of 
Publishers’ Information Bureau, Inc. 


Rank 1942 1941 1940 1939 Rank 1942 1941 1940 1939 

i 309 Agfa Ansco Corp...........eeeseceeeee $ 111,100 $ 232,619 $ 124,750 $ 119,622 34 California Packing Corp................ 900,281 951,315 714,590 477,328 

LL 940 Air Transport Assn. of America........ 150,205 277,399 217,635 95,811 185 California Walnut Growers Ass’n....... 196,470 192,970 172,870 138,500 

176 ATMGE PUCGUON onc cccccccccewencsecs 206,145 164,897 112,602 80,603 272 Campana Sales Company.............. 128,408 155,775 103,801 85,004 

(Formerly Calif. Perfume Co.) 13 Campbell Soup Company.............. 1,447,663 1,694,510 1,514,493 1,659,187 

¥ Including: 67 Canada Dry Ginger Ale, Inc............ 498,617 493,976 194,157 272,518 

Cee rere eee 204,700 163,695 i i errr ee nde kc accek sd duceeee ee 574,120 581,374 486,613 432,450 
‘a ONE cc cackcseecvevsees 1,445 1,202 177 7,302 Ee 243,648 erro 
C6 REGED nce cccaccaccvesccsccsss 177,192 dl Uo ee Including: 

62 Aluminum Company of America........ 531,526 195,903 542,169 270,533 I Be naa b be eek aks baw ede 228,295 ne” 6=— Cs dkweae 8 _ wiewns 
| Including: Albers Bros. Milling Co............ 15,353 ee 
ial Aluminum Company of America.... 517,021 153,731 350,320 138,127 a lUk, eee 126,185 ae «race! cae 
=? Aluminum Cooking Utensil Co...... 10,405 36,337 143,154 81,711 oe Be ee ee 261,999 238,087 239,204 237,065 

re CE Ce ite eke as. Re 5,835 29,850 32,840 Including: 
I, MS nck ce adhtend eada | Zier 18,845 17,855 Carter Medicine Co................ 261,999 61,882 75,464 92,041 
986 American Airlines, Inc................. 123,685 203,740 226,326 122,975 Feminine Products Co., Inc......... 0 «+++: 176,205 163,740 145,024 : 
322 American Chain & Cable Co........... 107,220 ae <emes aces See =COORRIIEE TIACIOE COks cc cc iccsccccess 161,380 135,755 116,220 98,325 7 
285 American Cyanamid Co................ 123,923 118,153 56,785 2,172 299 Celanese Corp. of America............ 118,402 218,986 198,835 76,788 
176 American Dairy Association............ 206,825 ae 8 §6=60—6hCaaeaes odiene ee SE ES vietsla das 0466060004 040-08 174,375 ee ° ‘wétee,,  Sunwan 
126 American Gas Association............. 278,840 363,275 365,030 344,120 Bee Se, BOs Gi a w'oe 06 6566 coe eeeus 187,575 ee a 
63 American Home Products Co. .......... 525,084 303,115 459,765 490,874 91 Champion Spark Plug Co............... 372,615 369,765 363,285 386,815 
Including: 271 Chesapeake & Ohio Railway........... 129,515 123,515 89,940 90,373 
Affiliated Products Co............. 122,719 84,536 91,998 93,638 170 Chesebrough Mfg. Co.................. 220,199 141,235 111,050 120,850 
ee Gi ees coded arene we J. OO se 1,609 315 Chicago Flexible Shaft Co.............. 109,921 302,692 265,631 208,705 
i ees a dak ks nas bceesae’s 34,031 39,791 37,156 36,569 293 Clark Bros. Chewing Gum Co........... Ok ae ae one 
' re 280,030 148,810 266,430 311,040 pM eS Eo 119,771 169,475 345,634 139,850 
Be Eo rn oe 10,560 i 48 Cluett, Peabody & Co., Inc............. 651,460 679,235 602,985 608,250 
po a eee ee 260 . eres SO COGNCOIN COMMON ccc ccciccesccccces 774,435 1,213,772 1,142,070 982,870 
Three-In-One-Oil Co. ............. 15,069 19,158 21,689 23,569 8 Colgate-Palmolive-Peet Co. ........... 1,984,713 1,457,298 1,225,607 2,013,543 
PECs cvibaliesec) SRE Ykewee +4064 24,449 144 Columbia Broadcasting System, Inc..... 248,228 219,925 90,309 19,802 
EOS ee eee rer Cikiae ‘acnaen Including: q 
30) ARBRE SRS SR ne: cktses ~ cakcac  wantas Columbia Broadcasting System..... 16,293 23,830 21,361 19,802 
Whitehall Pharmacal Co........... a ee ree Columbia Recording Corp.......... 231,935 196,095 68,948 ...... 
7 326 American Industries Salvage Committee 106,086 ...... 3 ..... pada 300 Columbia Pictures Corp................ 117,526 GRID —lcteces = ce ewes 
25/ 175 American Locomotive Co............... 207,745 ke lk gee 304 Congoleum-Nairn, Inc. ................ 116,240 344,686 376,646 390,950 

45 American Meat Institute............... 673,465 657,510 279,480  ...... 278 Consolidated Aircraft Corp............. 125,800 8 wwe teens = we ee 
$ and ee ae le Serre ree ere 106,716 er ere 90 Continental Distilling Corp............. 383,882 e-)06=—s ss-aGaae 0 ee 
tising 265 American Rolling Mill Co.............. 134,262 132,925 ! eee Bre. CIS Gd Gino bio d cwecscussevecse 119,100 120,500 108,300 121,637 
Manu- 202 American Safety Razor Corp...... wes Se | rer eee 33 Corn Products Refining Co............. 909,003 821,656 465,342 493,762 
omc 25 American Tel. and Tel. Company....... 1,116,294 1,233,792 1,191,488 1,023,293 94 Corning Glass Works.................. 369,851 327,612 260,720 197,578 

P 16 American Tobacco Co............sese0- 1,395,245 3,013,045 2,998,126 1,800,604 Me OE ee ee 248,557 347,950 306,124 302,089 
Including: Si Cream of Wheat Corp........ccccccees 389,433 392,935 382,470 266,632 
American Tobacco Co.............. 1,395,245 2,273,955 2,128,036 1,798,654 123 Cudahy Packing Company............. 289,035 293,530 360,449 416,437 
American Cigaret & Cigar Co.......  ...... 739,090 870,090 1,950 a ee re 169,181 135,633 120,989 195,371 
i 288 American Trucking Associations........ 123,250 226,510 79,620 8,000 225 Cutler-Hammer, Inc. ..............00. 160,966 120,690 98,215 98,778 
“t —. 318 Anaconda Copper Mining Co........... 109,435 Se COaeeen = ween 187 De Beers Consolidated Mines........... 194,170 393,520 348,330 188,930 
paper Including: ee © Ee I I, a ke ele keiead.en eee daads 105,875 ee )=3—li(i e060 
s Divi- Anaconda Copper Mining Co....... 55,830 Sr re re 281 Denver Chemical Mfg. Co............... 124,653 0) ae 
\gency Anaconda Wire & Cable Co......... 53,605 e060 wzuiwes- wera 321 Diamond T Motor Car Co............... oo) I es ee ae 
1, thus 109 Anheuser-Busch, Inc................... 326,820 147,116 227,356 184,082 252 Dick, A. B., Company................. 141,355 160,950 158,050 202,983 
lvertis- 210 Arden, Elizabeth ......... Seta eid be ae 171,677 205,684 144,794 212,050 335 Diebold Safe & Lock Co............... ae S<heee< “saaeds ~ aees 
ssocia- 40 Armour & Co........... Jaddenveages Saree 478,411 444.682 301,461 14 Distillers Corp.-Seagram’s Ltd.......... 1,409,714 1,062,522 762,377 950,994 
rtising Including: Including: 
lled by EE NN os og nick e b€S ake 743,340 478,207 415,112 261,641 Seagram, Joseph E., & Sons, Inc.... 723,117 545,242 320,189 486,874 
Combs SN ck ccc enbhbvesvevetennss (| Bimaee 204 29,570 39,820 Calvert Distillers Corp............. 586,782 419,805 391,865 464,120 

68 Armstrong Cork Co..............ces00- 493,440 567,650 469,390 542,205 re 54,045 87,675 8 er 

— 83 Association of American Railroads...... 416,450 393,070 245,165 219,704 Kessler Distilling Co............... 45,770 eS ee 
228 Associated Distributors, Inc............ 159,513 | re es ye 59 Doubleday, Doran & Co., Inc........... 550,451 279,819 290,732 195,955 
ICE 136 Axton-Fisher Tobacco Co.............. 266,225 a -° @eaess,) ateecnan Including: 

‘ 196 Ballantine, P., & Sons................. 186,579 150,995 212,548 105,398 Doubleday, Doran & Co............ 127,328 128,005 20,401 98,747 
gin ee ME, ase S60 G500Cs 4400455600402 114,200 Cl /-aeoeeee Book League of America, Inc....... 272,043 55,323 128,905 18,380 
ring 209 Beech-Nut Packing Company.......... 174,096 422,113 456,615 410,868 Literary Guild of America, Inc..... 151,080 92,691 139,306 77,628 

es ME ich eceeeecesasaeews 230,564 106,707 122,943 54,650 Po re 620 1,200 
Inc. 103. Bendix Aviation Corp...... eT a 146,221 28,185 39,646 Garden City Publishing Co......... = ...... 3,800 + rere 
ish 8655 Including: pM Re a 6 113,867 > sstien- *t#eua0 

Bendix Aviation Corp.............. 337,072 131,713 eet —  ehewan dt re 335,355 166,210 124,125 76,576 
oe Eclipse Machine Div............... 1,668 1,668 - Serres OT GPMGROTE Progwets Co... . ccccccccccces 361,495 304,578 291,562 279,840 
BEVGTRUIIS TOMO CO..c cc ccc ccesses 7,025 12,840 ¢ 2 82 Du Pont de Nemours, E. I., & Co....... 424,101 475,049 507,947 480,066 
Bees Oe POG Co.cc ac cs | ceeees 8 sesers sesenr 2,022 Including: 
7 EE a 6h be bankas 0e¢0 05000 431,403 ee ee Du Pont de Nemours & Co...... 125,707 177,702 219,116 153,839 
Including: Du Pont Cellophane Co....... faete a 192,215 186,700 184,000 184,000 
OE 345,345 378,849 439,759 575,340 Du Pont Rayon Co......... wis 9,881 21,604 18,620 54,225 
Hecker Products Corp... ........0- 65,728 oS ee ee Remington Arms Co............... 70,685 62,331 61,919 65,790 
ee | 20,330 40,328 ree er es ee Peters Cartridge Co............... 25,613 26,712 24,292 22,212 

191 Better Vision Institute, Inc............. an: igiheke <av¥ewhes © ‘inmate 42 Eastman Kodak Co.................. . 732,120 504,920 549,365 571,514 

289 Bigelow-Sanford Carpet Co., Inc........ 122,491 255,820 275,040 179,300 Including: 

CO ra 384,720 ee fete. || ies Eastman Kodak Co..... ond 716,686 485,460 549,365 564,314 

me OF  PEPFT TTT ETT Te Tere 435,086 485,023 433,937 430,710 Tennessee Eastman Corp...... ot | eee eee ee 7,200 

173 Book-of-the-Month Club, Inc........... 214,841 210,289 155,067 190,917 a on [eee ‘seacever shanks 

2 BI I bbs da cceweevncscsacans 1,034,486 517,908 340,122 252,036 128 Electric Auto-Lite Company........... 277,740 269,480 216,954 162,170 

Including: Including: 
Borden Co. ............++.. hare 955,067 483,310 295,910 240,770 Electric Auto-Lite Company. . 237,330 229,520 208,954 118,070 
Borden Farm Products Co., Inc..... 49,957 11,493 12,913 11,266 Prest-O-Lite Battery Co., Inc... ceeess seen cones 23,600 
eer re Tere ee 29,462 23,105 t errr U. S. L. Battery Co...... is 40,410 39,960 8,000 20,500 
-'6 Botany Worsted Mills.... oo 176,818 165,580 Ce: eee 101 Electric Service Industries. . 356,855 25,950 awteia.  ipatomate 
2 Bourjois Sales Co.. beads kaa cres 292,130 305,285 288,768 287,218 229 Electric Storage Battery Co..... 158,025 190,895 153,425 101,700 
Including: 146 Elgin National Watch Co... 247,450 352,665 287,345 278,115 
Moeuriots, ING. ook cccccess .... 189,200 206,755 234,863 237,477 287 Ex-Lax, Inc. ..... ia 123,426 100,497 124,601 117,914 
Barbara Gould Preparations..... .. 62,390 62,950 27,100 21,966 51 Factor, Max ...... ain ake .... 609,912 299,837 167,553 136,589 
SE MUU Seles aks hdees cences ees 40,540 35,580 26,805 27,775 182 Farnsworth Television & Radio Corp... 200,744 77,440 —weses 8 8 §secnes 
Brewing Industry Foundation.......... 238,982 212,590 142,390 169,991 ee a de ib ow ae ae vs 464,735 496,910 534,790 406,525 
(Formerly United Brewers Indus- 247 Felt & Tarrant Mfg. Co.. 145,033 141,395 127,050 107,870 
trial Foundation) 54 Firestone Tire & Rubber Co. 575,500 463,445 190,660 221,205 
+ Bristol-Myers Company cece Sell OlT 2,457,115 1,974,032 2,053,442 142 Florida Citrus Commission.... 251,830 135,124 171,436 176,244 
Including: 296 Florists Telegraph Delivery Association. 119,036 118,705 113,055 106,300 
Bristol-Myers Company .. 2,211,017 2,457,115 1,951,657 2,040,017 267 Florsheim Shoe Company. . 133,220 200,470 176,007 162,585 
Rubberset Co. ...... uli a Naekabee cept 22,375 13,425 332 Ford Motor Co........ _ 103,271 1,703,529 2.061.344 1,826,753 
6 Brown-Forman Distillery Co .. 133,281 108,707 91,464 87,750 Including: 
6 Brown Shoe Co., Inc...... .... 864,792 256,666 236,317 247,172 Ford Motor Co.. ; 89,991 1,312,822 1,689,824 1,463,722 
Including: Lincoln Motor Co..... 13,280 390,707 371,520 363,031 
Brown Shoe Co..... 7 : 364,792 256,666 224,717 235,272 12 Frankfort Distilleries, Inc... . 1,564,137 1,356,637 997,604 1,027,204 
Blue Ribbon Shoemakers..... jo epee | aes 11,600 11,900 Including: 
8 Brown & Williamson Tobacco Corp..... 551,509 375,872 364,213 400,451 Frankfort Distilleries, Inc 1,339,117 1,170,282 
DS Re aad kp Sea ere 138,165 122,505 98,230 77,357 yoy me Re 225,020 186,355 
) California Fruit Growers Exchange..... 617,168 532,998 439,090 277,216 (Continued on Next Page) 
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36 ADVERTISING AGE February 1, 1943 
—— ssealieteaes . - em a ne er a — ae emma : —— ‘ 
(Continued from Preceding Page) 
Rank 1942 1941 1940 1939 Rank 1942 1941 1940 1939 
Se UU es Wes es SE. i ede cece 333,618 246,666 204,788 159,544 OS a ee eee 1,237,477 1,326,556 1,496,061 1,006,797 
Including: 316 Hercules Powder Co., Inc. ............. 109,754 ar . 
French, R. T., Co.... Pe ere, 119,159 117,731 ) ee 212 Heublein, G. F., & Bro. ............... 170,414 144,934 122,964 123,098 
pe Be eee 214,459 128,935 ey) ) gf © + = Sep ere 106,819 131,665 96,439 82.726 
205 Frueheuf Trailer Co..............se00% 176,960 154,970 126,310 2,443 OE 104,060 112,225 67,855 69.059 
5 General Electric Co..................- 2,208,981 2,352,901 2,105,881 1,606,242 245 Hoover Company, The ................ 146,920 216,782 167,450 212.759 
Including: tee semewmel, Geo. A., & Co... ... 6... ccc csas 234,124 296,828 423,433 401,834 
et @ rr 1,913,598 1,986,061 1,786,018 1,398,767 273 Houbigant Sales Corp. ................ 127,606 140,134 83,705 83,384 
Edison Gen. Elec. Appli. Co., Inc.... 222,158 292,090 266,472 162,720 wae Beemer CG, THO i cic. ci cc cc cwces 110,749 117,210 156,440 55,149 
ge a ae Me Ee eee 300,169 259,654 337,712 203,515 
I SE 1,180 158 Hudson Products, Inc. ................. 236,281 166,601 163,026 59.001 
Warren Telechron Co.............. 73,225 74,750 53,391 43,575 148 Hygienic Products Co. ................ 244,345 251,603 249,545 248 983 
7 General Foods Corporation............ 2,011,126 2,100,869 1,618,233 1,532,229 147 Insurance Co. of North America........ 246,400 | ere 
Including: 297 International Business Machines Corp... 118,995 109,788 69,685 50,389 
Baker’s Chocolate & Cocoa........ 30,300 155,990 164,075 132,350 26 International Cellucotton Products Co... 1,062,272 1,264,731 1,236,030 764,16] 
DC ie Gickkceencicces  aptaee,  <eahie 15,194 22,696 199 International Correspondence Schools... 180,051 155,759 155,619 151,900 
Birds Eye Frosted Foods........... 496,660 368,020 277,550 7,370 153 International Harvester Company, Inc.. 239,945 537,853 554,852 580,999 
are Calumet Baking Powder........... 29,450 9,487 21,271 47,790 92 International Shoe Co. ................ 371,267 332,431 134,543 117,836 
pe RE Sea ee ee 50,300 98,460 160,296 158,266 203 International Silver Co. ............... 177,380 446,120 346,496 286,227 
i) Diamond Crystal Salt.............. 16,619 16,485 12,616 3,036 259 Interwoven Stocking Co. .............. 139,704 204,778 133,049 10835] 
Grape-Nuts Flakes ............... | Pere ae oe 48,295 20 Jergens-Woodbury Co. ................ 1,305,486 1,300,324 1,038,706 1,018,052 
EY, Siu cad bae Bad ch ose bekwecas 118,700 211,500 7,287 36,000 Including: 
Jell-O Ice Cream Powder & Mix... ...... cs aeues _ 38,963 1,419 Jergens, Andrew, Co. ............. 572,519 578,007 360,796 230,947 
JO@U-O Puddings ............cccc0. 85,555 sare 94,048 Woodbury, John H., Inc. ........... 732,967 722,317 677,910 787,105 
EUR ccc ci cesssebeces  sudadae 26,285 96,030 126,500 132 Johnson & Johnson .............0i000: 275,253 296,029 336,640 551,473 
Maxwell House Coffee............. 121,195 262,280 187,653 11,385 Including: 
Jell-O & Jell-O Puddings.......... ee | 2408) §oa«0ee ° “eadeded Johnson & Johnson ............... 226,095 183,408 336,640 551,473 
Se eer re ere ee Bees sheer . eee Beomuetrinl Tage Corp. ..... 6.060008 49,158 fh) | ee 
PEMUSO TORIOCR occ ccc ccwcves 118,353 95,542 92,656 199,716 214 Johnson, S. C. & Son, Inc............... 169,408 ae ee 
TE yea itaweeaeine wabatne Rr 222,150 290 Jones & Laughlin Steel Corp........... 121,910 106,200 74,500 69,300 
Cee ee the teeAeeets adheae <ac . wemeda ~ 2,062 192 Kaufmann Bros. & Bondy, Inc......... 188,898 72,595 132,554 109,107 
TE irsag 55 05's x 4 KS awed 18,000 325,820 192,986 32,190 ee GE, iv veh ie ts iS idaws oaadeas 194,304 ee a 
eo Alo Rie sid Go coh B aintd Bee 73,200 27,425 45,155 30,450 te ee 1,566,606 1,534,470 1,506,711 1,863,196 
ie trl are Se we ey 310,865 291,315 250,330 283,700 TL BORGER COMPANY 2.2... 0. ccscccccccee - SOOM 247,202 210,828 199,578 
EN ee ees xo k Oba Taman 36,010 46,040 54,781 71,375 Including: 
I nh ia evs by acid dhe slew es 1,330 1,725 800 500 I 6-5 5 kk AW ks a wddvd vas 254,197 193,439 167,174 160,017 
Financial Reports ................ 796 108 420 387 EE res 70,219 53,763 43,654 39,561 
Baker’s Chocolate Jumbo Bar...... ...... | .secees 200 544 226 Kimberly-Clark Corp. ...............: 159,882 143,445 107,985 97,527 
Maxwell House Radio Program.....  ...... 265 Paha  -- aeemeanl 134 Knox Gelatine Co., Inc. ............... 273,789 383,126 466,543 372,600 
Swans Down Cake Flour........... 154,540 8 ae | 102 Lady Esther, Ltd. .................000. 348,586 453,185 540,620 312,816 
‘ Jell-O Radio Program............. 84 63 ies» areas 9 Lambert Pharmacal Co. ............;. 1,585,272 1,694,113 1,355,504 1,615,627 
Sanka Coffee Radio Program....... 94 64 ER ~Ckk eA Including: 
7 ‘ La France & Satina............... 105,160 13,435 i this nln a dasa Lambert Pharmacal Co. .......... 1,372,409 1,543,285 1,293,419 1,515,983 
ie ie \ DPE Ate haeeeeaceesbheebeeads  \xalente 8 i a ee Pro-phy-lac-tic Brush Co. ......... 212,863 150,828 62,085 99,644 
eee 860,559 529,839 475,550 721,625 | 21 Lamont, Corliss & Co.................. 1,303,432 1,252,404 1,418,452 1,237,660 
Including: | Including: 
i OS Be 860,559 515,189 457,920 695,000 | eo fo ee 1,076,261 1,103,824 1,267,837 1,075,932 
PO Oss os isctdeessaace  K&keaes 14,650 17,630 26,625 Lemons. Cores &@ Co... 6. occ ccess 227,171 iS ee rare 
2 General Motors Corp.................. 3,986,967 7,593,774 6,717,144 6,010,681 | TOD TR Gok ce vcccninivesaces 103,243 i ee 
Divisions: Including: 
CO eee ee ree 441,968 Pe Katee bee ee 2 Sk 82,402 : ee 
Pa 8 137,110 249,925 270,048 271,564 | Reed Tobacco Co.................. 20,841 Sl eee 
OR 2,215 19,950 ) errr 320 Lead Industries Association............ 107,410 146,770 141,150 125,900 
SE a9 U vudbasscodaebs cada 148,430 175,915 184,815 180,030 43. Lehn & Fink Products Corp............ 731,091 626,724 614,664 595,983 
Fisher Body ..... eet ee ee 205,556 518,006 459,590 442,366 | ee 2,943,408 1,468,329 2,135,520 1,312,762 
NN rs ile dora gids 5 aes 24,750 50,250 32,250 20,000 | 298 Libbey-Owens-Ford Glass Co........... 118,635 133,545 112,747 304,652 
Hyatt Bearings ..... TET Pee eee 28,425 32,605 25,890 21,300 | 55 Libby, McNeill & Libby............... 574,375 350,407 487,533 389,306 
UR oe Tie XNA PAE bee Ra wee. > laa 18,500 29,370 29,370 200 Liberty Mutual Insurance Co........... 179,306 123,640 105,409 90,151 
BOUW EPODORUUTO on. osc ceaccvacece 47,095 82,102 74,343 54,141 | 313 Life Savers, Inc................... .. 110,475 174,670 156,682 163,825 
Packard Electric ................. 5,400 15,250 21,000 8,985 | 10 Liggett & Myers Tobacco Co........... 1,581,371 1,542,193 1,851,832 1,894,390 
PONG ic kcacskicdbaserndccas a § weaves! -péadee §§ -madaars | 127 Lipton, Thomas J., Co........ eine 278,744 (° | ewer 
Subsidiaries: Including: 
General Motors Acceptance Corp....  ...... 338,958 407,565 245,306 | Lipton, Thomas J........ Fereaceh 129,986 24,984 
General Motors Sales Corp.: Continental Foods, Inc........... . 148,758 50,000 erry 
Buick Motor Div... ccccccsscces 332,082 595,517 780,382 703,649 | 86 Lockheed Aircraft Corp...... see. 800,485 226,565 87,625 68,300 
Cadillac Motor Car Div.......... 164,705 364,126 349,223 379,592 | Including: 
Chevrolet Motor Co.............. 684,900 1,404,684 1,314,594 1,059,274 | Lockheed Aircraft Corp............ 376,670 226,565 87,625 68,300 
CR eek 'Seeee —-peeems 48,000 78,000 Vega Aircraft Corp................ are 0s z#awuse e680 ee 
WER SUE ho csebvasss seaske. akheeda 438,460 507,721 566,917 | 99 Loose-Wiles Biscuit Co....... tesceee eee 298,459 141,580 108,600 
Delco Appliance Div............. 21,661 a: Weesy weave 41 Lorillard, P., Co., Inc......... eae 740,715 588,208 128,811 451,857 
Oldsmobile Div. ........ pai 318,440 643,525 688,799 601,389 213 Lorr Laboratories ..... venue ees: 169,953 206,767 160,338 63,666 
Pontiac Motor Div....... corns “SEteee 717,820 679,608 531,028 124 Louden Packing Co..... i ... 288,218 133,442 4,128 <4 
Electro-Motive Corp. .............. 8,000 | TC TT ae 188 Luft, Geo. W., Co., The........ ' 191,855 184,173 152,166 158,828 
United Motors Service.......... “ 53,750 44,275 52,000 52,000 261 Macmillan Petroleum Corp... see.) ee 101,525 57,595 42,665 
Affiliated Companies: - we ere ee 188,120 |: eee 
Ethyl Gasoline Corp................. 372,705 625,841 404,065 364,350 227 Martin, Glenn L., Co... pease Kiece 159,724 ) ii 
General Motors Truck......... Lees 220,140 158,355 143,700 106,680 248 Matson Navigation Co..... 143,005 192,650 201,180 198,375 
North American Aviation, Inc........ 244,969 a i sa¢7ee. .«edees 305 Maybelline Company, The.. a 114,593 166,929 158,568 175,95! 
General Motors Corp. ee 196,635 644,727 233,561 294,740 110 McKesson & Robbins, Inc.... . 824,797 296,684 236,761 171,663 
255 General Shoe Corp.............. ee 140,513 0, kee Including: 
Including: McKesson & Robbins, Inc.......... 275,952 228,464 222,758 164,122 
General Shoe Corp................ 99,211 70,451 ; Liquor Division ......... “+ 48,845 68,220 14,003 7,541 
KBS Shoe Co aes ae 1,382 425 65 Mennen Company .... a 514,076 204,795 124,692 88,327 
Richland Shoe Co... ee 39,920 19,200 57 Metro-Goldwyn-Mayer Pictures Corp... 560,035 452,501 574,979 445,245 
231 General Time Instrument Corp ae 155,425 179,085 153,904 146,145 29 Metropolitan Life Insurance Co........ 969,020 1,074,425 1,057,758 1,048,809 
Including: Miller Brewing Co..................... 111,000 73,930 
Seth Thomas Clock Co............. 20,025 22,380 12.629 11,843 223 Minneapolis-Honeywell Regulator Co.. 161,420 93,585 Ae 
Westclox Division .. .. 185,400 156,705 141.275 134.302 105 Minnesota Valley Canning Co.......... 341,705 358,425 335,155 240,83 
112 General Tire & Rubber Co.... .. $23,225 197,753 288,884 326,339 177 Monsanto Chemical Co................. 206,805 134,335 66,831 115, 
125 Gerber Products Co é“ .. 287,926 183,725 153,621 151,716 237 Morrell, John, & Co........... ck cn | ee 156,132 119,508 78, 
264 Gillette Safety Razor Co.... . 136,838 167,871 206,894 339,929 17 Morris, Philip, & Co., Ltd., Inc.......... 1,352,582 823,070 459,005 274,699 
151 Glenmore Distilleries Co.. Inc : 242,400 205,145 187,420 263,320 238 Morton Salt Company............ 7 151,397 123,580 116,720 118, 
32 Goodrich, B. F., Tire & Rubber Co...... 924,365 825,738 839,006 643,889 284 Munsingwear Corp. .......... ae : 124,015 103,905 99,803 111,6 
Including: 249 Mutual Life Insurance Co. of N. Y...... 142,975 yp) | eee 
Goodrich, B. F., Co... oe 837,390 727,381 673,325 540,740 106 Nash-Kelvinator Corp 338,840 794,115 1,082,675 966 
Goodrich Footwear Div a 2,535 30,664 32,464 42,459 Including: 
Hood Rubber Co., Inc...... 84,440 67,693 133,217 60,690 CO ed gas bins bs ved wes wad 31,115 559,965 779,155 783,4 
19 Goodyear Tire & Rubber Co 1,309,203 1,048,904 809,050 1,147,286 Kelvinator Division . 307,725 234,150 303,520 182,9 
36 Great Atlantic & Pacific Tea Co.. ‘ae 810,076 626,431 418,659 370,761 39 National Biscuit Co.......... en 765,275 613,916 845,832 568,4 
Including: 84 National Dairy Products Corp..... ; 411,378 1,156,896 984,127 605.4 
Great Atlantic & Pacific Tea Co * 810,076 480,475 274,470 260,241 Including: 
Quaker Maid Products Co sate 145,956 144,189 110,520 National Dairy Products Corp... 51,382 17,900 17,475 9, 
336 Green, Daniel Co 100,770 96.750 a Kraft Cheese Co ; ; 345,921 1,092,456 922,366 546,4 
114 Greyhound Management, Inc ce 311,056 318,997 256,728 288,437 Pabst-ett Corp. : 5s 14,075 46,540 44,286 49,1 
233 Gruen Watch Co ‘4 154,435 137,885 109,605 98,885 18 National Distillers Products Corp 1,309,224 836,316 884,951 971,4 
207 Gulf Oil Corp 174,429 155,585 158,023 174.441 251 National Lead Company ; 141,450 143,693 148,200 154.5 
310 Hamilton Watch Co . 111,000 167,745 152,880 126,910 me fe eee .. 171,645 62,573 ...... , 
232 Hammermill Paper Co ; 155.302 156,481 164,635 164,635 137 Norwich Pharmacal Co., The 265,340 229,709 194,362 149, ¢ 
220 Hancock Mutual Life Ins. Co., John 163.000 183.960 * 303 Noxzema Chemical Co.. ho 117,216 137,622 176,510 ; 
337 Hart, Schaffner & Marx 100,593 108,183 95,800 92.850 140 Olson Rug Co » ; 256,084 206,230 193,099 183, 
246 Hartford Fire, Accident & Indem. Co 146,580 136,760 94.975 96,390 239 Oneida, Ltd. . ie 150,898 348,504 340,682 306.9 
258 Hat Corporation of America, The 139,779 143,563 152,334 192,045 274 Owens-Illinois Fiberglas Corp.......... 126,904 130,224 75,863 71,] 
141 Hawaiian Pineapple Co 253,095 323,105 415,436 506,427 (Continued on Next Page) 


‘ . 4 : i 3 oe 8, 3 
> a Pr - ies : nn eh aig SF A 4 ae sed? 2 ™, Fa) a s sie as ee rr : ee 
Bia y sia | yl. ee - § Sige "if agi ae ioe ; cee, : - ks ee RE EY ho ay a | a a got, - eh ak sms Pa a - + > i 7 act ee Bee te 8 
a ae Sen > tr a : . ti, a pe ® 5 2 ac? he is t 4 ~ oes, k é 
noe cas Gee : . ere a 
<a ' 
7. ee ee ee 
: 3 
F3° fe | 
“es : " Te 
coe. © 
ae * 
aoe ae 
= ie ee 
é + peo, 
roa ae 
a ” ig * 
Ve oF i. 
~ 3 hi ee SS Z - . “ . ‘ ; P 
Cae Bu Sao ; he aa z ae bet Pa , : : . e * : : 
: bo dive , c Oe 7 ‘ o« : . : = 5 a sig PN 
hie a) i aE ey ’ i : j hi aie ‘i se 
j iy i Loess i. ; ‘ & =e *. ‘ - tase ae 
cg . : ’ . ee oan: A 
bi _% a 4 r a er eT ae Ee, Shee pe ie 


9 300 
9,107 


3,196 
9,578 


0,017 
9 561 
7,527 
2 600 
2,816 


9,627 


9,983 
9 644 
7,660 


9,932 


>, 900 
9,983 
2,762 
4.652 
9,306 
),151 
3,825 
+390 


3.300 
5 300 


3.600 


Q 
,O0 1 


| 666 


February 1, 1943 ADVERTISING AGE 37 
—_ —eE —— — ——- : —_ . _. : 
(Continued from Preceding Page) 
ank 1942 1941 1940 1939 Rank 1942 1941 1940 1939 
70 Owens-Illinois Glass Company........ 486,497 491,471 279,135 14,102 Daggett & Ramsdell. . 1,180 Ss erry 1,200 
Including: 179 Statler Hotels Company........ 206,100 194,100 138,612 85,050 
Owens-Illinois Glass Company.... 445,772 434,946 222,610 8,852 OE 2 103,931 0 RKKexS)6=—C ee 
EY OE NOG obs ok aiinwd aie neo 40,725 56,525 43,250 5,250 NB a 946,444 734,332 706,516 1,091,024 
104 Pabst Sales Co.................sseeeee 343,881 334,369 257,137 302,037 Including: 
199 Pacific Mills ...............scsseeeees 190,390 . eer ao ee 68,505 3,120 9,420 154,757 
197 Packard Motor Car Co................. 186,045 591,077 622,210 551,944 I ME Satis oe ws Wid v a ken hao 528,485 524,521 526,872 364,974 
133 Pan American Airways System......... 274,894 201,019 157,465 3,086 eT Be 59,630 61,746 41,909 82,035 
99] Pan American Coffee Bureau........... 121,676 162,030 200,059 265,539 Phillips Chemical Co., Chas. H...... 185,743 143,905 114,820 282,978 
969 Paraffine Companies, Incorporated..... ne  gewoes uses  G@acwes po a 91,769 1,040 1,040 51,885 
95 Paramount Pictures, Inc................ 366,824 379,649 222,631 272,534 PE SERMON ibcicecesxaccsaa walle _— covets 12,455 154,395 
$15 PPE GE DUOUG. ccc cvccceccescrsccces 305,167 208,494 195,747 233,765 Be re oP ar eo 
Including: Sterling Products, Inc.............. RR ee on ee 
Park & Tilford Import Corp........ 219,004 139,544 125,095 182,675 wo. Menem, gonm B., Co... 2... ic ccsccavcsen 117,453 137,790 125,175 114,580 
ES PPT eee ee 53,550 45,300 49,602 35,130 163 Stewart-Warner Corp. ................ 229,245 380,900 333,443 275,790 
er araria eainig’s.\ e Maadin kas ORS 32,613 23,650 23,750 15,960 Including: 
eee ae ae 487,227 388,502 302,040 266,724 Stewart-Warner Corp. ............ 175,940 192,650 90,693 91,790 
154 Penick & Ford, Ltd., Inc................ 239,561 222,463 125,955 117,933 ee ee ern 165,000 242,750 184,000 
eS. OR Tr erer eer eeere 154,175 214,745 200,430 167,935 Stewart-Warner Alemite .......... 53,305 23,250 re 
121 Pennsylvania Railroad, The............ 293,653 194,795 155,505 143,897 119 Stokely Bros. & Company, Inc.......... 296,174 133,186 135,295 118,868 
a) — 2 is Fee rer 109,690 104,420 75,630 75,190 Including: 
5 is BON oe 6 6-6 bs kee aean ives 507,312 434,152 562,806 585,591 Stokely Bros. & Company.......... 155,260 65,955 96,475 71,618 
I, hove 64d cad comiwagaaes 386,502 213,720  &) ,i ek ye er 140,914 67,231 36,490 45,030 
a 00lU Creer eee eee 137,765 125,075 138,878 132,300 Honor Brand Frosted Foods Corp...  ....-. ea eeee 3,330 2,220 
256 Perfect Circle Company............... 140,442 ae) «tetas  —seirarebi S334 Stromberg-Carison ..........ccccseees 103,200 of: ee. rr ee 
72 Personal Products Corp................ 461,542 490,974 440,464 384,885 100 Studebaker Corporation, The........... 358,520 707,320 684,245 644,719 
53 Philco Radio & Television Corp......... 585,811 618,384 594,292 384,498 ee ee 1,024,195 1,397,949 1,317,265 935,166 
VM Ea 168,755 Or ee a aN OG is gral cuia.dae ote 130,831 135,381 87,264 126,476 
85 Pillsbury Flour Mills Co................ 396,857 269,867 182,876 209,389 a e 926,197 1,233,759 1,158,174 960,400 
Including: Including: 
Pillsbury Flour Mills Co............ 387,902 266,087 182,016 209,389 (0 8 8S ee ee eS ee 838,287 918,539 908,899 739,900 
Globe Grain & Milling Co.......... 8,955 3,780 e- ant, Te 6. 87,910 315,220 249,275 222,500 
198 Pittsburgh Plate Glass Company........ 180,110 258,150 183,890 262,520 194 Tide Water Associated Oil Co........... 187,700 110,150 149,578 133,405 
222 Polk Miller Products Co................ 161,716 128,392 117,763 116,921 280 Timken Roller Bearing Co............. 125,135 167,675 150,045 59,025 
1 Procter & Gamble Company, The....... 5,392,611 3,587,524 2,645,921 2,460,207 218 Travelers Insurance Co., The........... 165,815 173,945 190,530 181,300 
80 Prudential Ins. Co. of America......... 430,355 361,080 351,955 228,993 150 Twentieth Century-Fox Film Corp...... 243,419 125,750 143,045 294,150 
78 Puram Company, THO... 66. occ cc ccees 444,705 452,051 369,085 389,890 a fe >. 100,386 _..,, Jeo eee oe 
74 Quaker Oats Company................. 440,586 505,611 488,554 199,646 64 Union Carbide and Carbon Corp........ 519,750 427,723 616,502 445,020 
Including: Including: 
oS) 424.940 445,988 488.554 199,646 Union Carbide &Carbon Corp....... 20,958 1,700 950 289 
Chappel Brothers, Inc..... 15.646 ar oe National Carbon Company......... 387,121 397,793 581,892 424,031 
174 Quaker State Oil Refining Corp......... 209,154 178,955 244.813 277,862 Carbide & Carbon Chemicals Corp.. 59,294 4,700 | ae ree 
76 Radio Corporation of America.......... 435,407 433,962 366,685 336,678 Bakelite Corporation .............. 52,377 23,530 28,860 20,700 
Including: 244 Union Pacific Railroad................. 147,199 167,005 143,603 149,081 
Radio Corporation of America...... 19,035 26,180 19,945 12,693 160 6Unmited Aircraft Corp........0..cccseees 203,985 262,550 99,990 32,175 
R. C. A. Communications.......... Eee ae 5,700 ee 106,490 107,375 121,445 108,133 
R. C. A. Mig. Co.—Victor.......... 369,772 404,340 335,365 222.868 ee We FARO CBE so kik cee csdeaccess 124,208 ae) =3—li‘“é8§ cs 0 (sé WEG 
National Broadcasting Co..........  ...... 3,442 11,375 95,417 172 United States Army Recruiting Service. 216,908 116,104 2 eee 
219 Railway Express Agency, Inc........... 165,155 | er re ee 75 United States Navy Recruiting Service.. 437,690 Bie oe 
81 Ralston Purina Company.............. 428.142 570,581 7.679 488,890 241 United States Playing Card Co......... 149,400 123,180 55,710 38,633 
250 Real Silk Hosiery Mills, Inc............ 142.268 138,110 177,784 217,036 49 United States Rubber Co............. 639,253 1,217,201 684,193 520,311 
ye Ae ree 124.550 | Rt er oe Including: 
242 Republic Steel Corporation............ 148.550 103.500 ...... 12,078 United States Rubber Co........... 591,973 968,890 684,193 520,311 
160 Revere Copper & Brass, Inc............ 233,205 189,328 ie) ji io 8 47,280 | ee 
279 Revlon Nail Enamel Corp.............. 125,190 139,163 146,547 113,281 52 United States Steel Corporation........ 587,998 389,177 246,023 152,554 
6 Reynolds, R. J., Tobacco Co............ 2,092,282 2,134,718 2,171,637 2,075,025 Including: 
rye SE 6 130,050 127,102 37,658 4,060 United States Steel Corp...... . 476,118 283,037 188,565 123,844 
184. Royal Typewriter Co., Inc.............. 199,912 295,973 229,348 136,755 Cycione Fence Co... .........cecces 51,555 44,115 35,959 28,710 
ye ee ee 141,289 306,730 re American Steel & Wire Co.......... 60,325 59,675 20,000 _—téia........ 
47 Safeway Stores, Inc.... reer ey ae Ty 661,910 545,720 344,387 427,819 og So A eee eee 2,350 | errr ce 
Bet WO Nc kv cb ede bce crcievees 140,167 154,747 117,779 82,832 131 Vick Chemical Company............... 276,300 306,361 151,788 207,307 
15 Schenley Distillers Corporation......... 1,398,305 1,172,251 1,289,376 847,912 Including: 
Including: View Chemical Co............sc00% 185,120 185,140 151,788 207,307 
Schenley Distillers Corp....... : 1,090,415 See ees pe Re, 35,489 ff 
Schenley Import Corp.............. DE  SHGaks = Sagetae “evans i... UE ee eee 31,381 67,946 ...... 
Bernheim Distilling Co., Inc... 233,082 re Prince Machabelli Perfumery, Inc... 24,310 re er ee : 
ROG Wie CO... 5c css. eae a 8 ‘““wigaek, ~ Quatts ~ sae ewe a CO. See eee 178,735 107,442 125,540 86,450 5 
Se are 239,327 166,048 132,635 286,476 216 6“Vultee Aircraft, Inc... .........ccc cece 126,560 |, a Cr eee eee 
113. Schlitz, Jos., Brewing Co....... 314,475 444,270 400,056 514,250 46 Walker, Hiram & Sons, Inc............ 672,120 904,570 649,722 600,862 
100 Mean Bee. CO., BG., TWO... cc ccness 189,813 170,136 162,747 148,782 Including: 
44 Scott Paper Company................. 715,803 608,424 741,090 672,465 Walker, Hiram & Sons, Inc... 592,095 814,860 649,722 600,862 
ee Ss ob aa pak ws ees Bee 200,463 318,451 238,104 178,978 Gooderham & Worts, Ltd..... 80,025 Dee OO CGcsGes “ “SdeRES 
en Weds caer anew ake sd eaede 162,750 251,500 251,800 195,600 Uy. Ws i i sicccccseece  seene 59,930 
Se Oe ee eer ree 276,845 312,140 298,398 273,120 308 Wallace, R., & Sons Mfg. Co........ 113,020 . Sor eee ere 
Including: 60 Wander Company, The.......... 538,825 508,255 284,490 327,603 
Sheaffer, W. A., Pen Co............ 276,845 305,640 277,398 245,620 145 Warner Brothers Pictures, Inc.. 247,651 111,589 119,805 202,047 
PPCM cack cestseuanteeeake sgurmae 6,500 21,000 27,500 230 Warner & Swasey................. 155,835 a )8=3—tC<“‘ RK A cr )h6CU eS 
10 CEE WOUND GA cic ccccenecicisecss SEE 505,477 359,884 656,905 61 Warren, Northam, Corp...... 537,385 464,923 538,854 457,363 
135 Sherwin-Williams Co. ................ 271,700 ee: 6=— (Rage ea- “ekwatns 169 Weco Products Company.... 220,754 183,510 243,917 218,515 
Including: 292 Wellington Sears Co.................. 121,380 107,260 98,575 113,574 ; 
Sherwin-Williams Co. ............ 270,340 mee” seetaxn <aaieh eS ee ee ee 110,400 e- =36hflis ek haee greece * 
Acme White Lead & Color Wks..... 1,360 6,315 ieenee “Games 116 Wesson Oil & Snowdrift Sales Co. 305,132 159,925 183,178 207,216 
Ree ‘Tc a ba dede enue sheds eee ae 277,737 263,177 203,278 148,286 243 Western Cartridge Co........... 148,067 125,470 107,238 128,898 
165 Simmons Company .................6+. 228,595 512,180 481,885 471,971 Including: 
254 Simoniz Company, The.. eee 140,800 200,505 181,115 181,023 Western Cartridge Co....... 47,604 49,281 48,527 55,681 
181 Sinclair Oil Refining Co................ 202,385 225,120 201,613 198,440 Winchester Repeating Arms. 83,435 59,991 50,906 64,421 
235 Singer Sewing Machine Co............. 153,195 226,035 193,650 171,719 Bond Electric Corp........... 17,028 16,198 7,805 8,796 : ‘¥ 
302. Smith, Alexander & Sons Carpet Co.... 117,365 258,298 215,562 243,654 161 Western Electric Co.............. _ 230,847 232,435 180,720 145,333 j we 
164 Smith, L. C. & Corona Typewriters, Inc.. 229,194 213,704 231,734 224,646 23 Westinghouse Electric & Mfg. Co...... 1,187,348 468,873 767,552 707,419 > 
t Socony-Vacuum Oil Co., Inc.... 1,141,326 1,267,002 1,190,756 1,135,394 Including: : 
lf Somerset Importers, Ltd............ 225,330 324,919 253,819 237,189 Westinghouse Electric & Mfg. Co.. 640,663 25,755 139,214 
el ee 139,495 ae ° s6hcs5. -beaaes Domestic Appliance Div.... 375,335 328,326 552,148 
319 Spencer Corset Company, Inc., The..... 107,460 116,019 114,403 115,875 Westinghouse Lamp Div... 7 79,580 83,262 67,850 
3} Squibb, E. R., & Sons...... vee 370,886 369,981 829,800 795,466 Westinghouse Tenderay Process... ....-.. (ose = hw eer 
Including: Fluorescent Lighting 91,770 31,530 ae - -56Vea- 
Squibb, E. R., & Sons. . 230,175 231,820 693,474 683,087 171 White Motor Co.. bb kebe aa 219,280 109,300 112,705 135,425 
EPP rer eer Terr errr 140,711 138,161 136,326 112,379 168 Whitman, Stephen F., & Son, Inc 221,477 239,920 242,825 230,710 
Btenaera Brands, INC... ...ccssvccevces 790,116 1,978,047 1,711,694 1,050,376 236 Wildroot, Inc. ............ 152,767 100,494 86,985 78,205 
Including: 156 Williams, J. B., Co., The 239,043 238,699 138,195 71,394 
American Institute of Baking...... ...... et es 223,258 139 Willys-Overland Motors, Inc 260,273 14500 «ss necees 
Chase & Sanborn Coffee........... 188 322,860 390,407 18,000 329 Wilson & Co............ 104,442 57,914 rere ; 
Chase & Sanborn Tender Leaf Tea. . 7,880 58,330 87,220 77,125 120 Wine Advisory Board.... 294,249 311,402 254,633 166,583 i 
Fleischmann Distilling Corp........ 143,535 324,165 320,889 268,538 118 Wise, Wm. H., & Co.. 299,728 435,758 313,307 314,908 fF 
WROIPCTBTM TOMBE oc cccccccccsccs 229,038 656,114 464,313 262,475 Including: ~ 
Royal Baking Powder... Sa 144,225 247,928 203,920 178,180 Wise, Wm. H., & Co. eke 236,297 274,533 161,023 236,083 a 
Royal Gelatin Desserts....... Per 60,080 154,330 tik errs National Educational Alliance. 52,135 153,945 32,843 78,825 E 
cn teak ete eeadue es 124,425 175,110 122,980 22,800 National Aeroneutical Council. 11,296 7,280 119,441 
Royal Gelatin & Puddings......... 79,995 | ee re 98 Yardley & Co., Ltd.. 360,330 305,575 301,430 250,130 
PUOUROTIOM cs pscccscesccees —— Saants ~wxetee “smdiens 328 York Ice Machinery Corp. 104,455 92,870 
Standard Oil Co. of New Jersey... 168,849 193,854 11,400 13,992 166 Young, W. F., Inc 225,735 267,300 287,709 292,232 
Including: 277 Zenith Radio Corp..... 125,953 117,994 18.9 43,963 
Standard Oil of New Jersey..... 5,880 13,325 11,400 12,312 152 Zonite Products Corporation....... .. 241,535 223,220 $ 193,246 
IT Ns 2 rare trek a ree are oes a 161,789 178,169 480 (Continued on Next Page) 
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38 ADVERTISING AGE February 1, 1943 


Leading Farm Paper Advertisers in 1949 


The 50 Leaders with Comparisons for 1941, 1940, 1939 


An Exclusive Advertising Age Compilation Based on Records of 
Publishers’ Information Bureau, Inc. 


Rank 1942 1941 1940 1939 Rank 1942 1941 1940 1939 
: 6 Allis-Chalmers Mfg. Co................ $ 203,881 $ 159,383 $ 102,148 $ 116,527 Oldsmobile Division .............. 31,689 36,611 60,426 57,375 
27 American Industries Salvage Commission a 8 <~<tein witness - takuan Pontiac Motor Division............ 68,422 61,115 27,366 16,538 
24 American Tel. and Tel. Company....... 107,283 99,420 110,855 102,248 Affiliated Companies: 
18 Association of American Railroads...... 133,096 132,679 109,235 161,742 Ethyl Gasoline Corp............... 108,796 117,355 111,700 94,198 
21 Bristol-Myers Company ............... 118,432 91,512 15,900 45,450 General Motor Truck Corp........... 22,219 23,892 21,842 15,309 
42 California Fruit Growers Exchange..... 67,859 ie aes oe Coumeeees Beowers COPm.......5..2000.. 5,100 82,800 32,190 asa. 
a ee OS ee 144,470 146,754 101,813 109,129 10 | Glemmireee, Be. BW. CO., THR. occ cece. 159,870 155,443 189,767 167,235 
17 Champion Spark Plug Co............... 134,015 115,852 113,513 112,478 Including: y 
31 Continental Oil Company.............. 79,651 77,392 76,898 75,975 OR 140,186 109,020 146,666 124,702 
32 Dairy Association Co., Inc.............. 78,724 62,622 57,228 59,997 Goodrich Footwear Division ....... ...... 23,496 21,936 21,050 
45 De Laval Separator Co................. 67,192 82,967 59,770 44,633 Hood Rubber Co., Inc.............. 19,684 22,927 21,165 21,483 
20 Du Pont de Nemours, E. I., & Co.,Inc.... 124,636 84,519 86,387 123,588 13 Goodyear Tire & Rubber Co., The...... 147,654 213,946 190,947 250,889 
Including: a. OU” ee 107,779 re 7 
Du Pont de Nemours, E. I., & Co.... 64,731 24,618 20,492 39,719 ee Me tla seek acd ones oocaes 78,090 eee 83s ke aan a 
Remington Arms Co............... 34,243 34,330 38,656 32,519 2 International Harvester Co., Inc....... 447,762 387,282 534,999 500,965 
Pees Cartremee Co........0.000.. 25,662 25,571 - 27,239 51,350 7 Lever Brothers Company.............. 183,879 131,178 117,417 132,96) 
44 Fairbanks-Morse & Co................. 67,256 97,024 24,549 15,021 41 Metro-Goldwyn-Mayer Pictures Corp... 68,580 67,714 66,168 29.294 
5 Firestone Tire & Rubber Co........... 210,333 265,838 244,097 246,800 34 Minneapolis-Moline Power Imp. Co..... 76,546 115,651 97,424 106,007 
ke 80,693 551,230 450,305 392,885 ee I Sccc echt eanves senna’ 102,837 82,241 85,806 65,252 
Including: we meas, F. me. & Bros. Co... .. noc cccccaae 70,308 ae  sabkar ane 
EY sa ao aca keen be 18,119 266,969 325,771 378,934 35 Northwestern Yeast Co................ 76,218 67,026 83,096 41,728 
Ford, Wm., Tractor Sales Co........ 62,574 284,261 124,534 13,951 48 Oliver Farm Equipment Co............. 64,739 96,668 68,986 88,454 
ME Ee 71,258 ee § obese giteces a. a, Oe eee 68,806 ee re 
3 General Foods Corporation............ 426,125 595,024 506,180 537,476 ee WD Ea beat recs cccscnesuss 87,723 a )=3—sti‘<ité«K a hn 7” 
Including: 22 Ralston Purina Mills.................. 115,517 76,136 14,651 35,410 
ED tse so o8o58 05s. eee  aaiale 10,128 16,403 4 Reynolds, R. J., Tobacco Co............ 418,986 372,246 406,596 378,274 
Calumet Baking Powder........... 93,438 35,025 56,979 107,251 eee 71,973 77,909 70,541 70,809 
Oe ERNE Se ddA pa dae aR: 21,114 39,610 46,098 47,930 a gg ee 137,816 re 
Ce ci tskeeceks Steeee i sgawae  samees 68,608 47 Sinclair Refining Co................... 64,826 ae ee 
NGA EGON Se eae 36,400 43,200 15,450 76,600 26 Socony-Vacuum Oil Co., Inc............ 96,509 84,836 71,173 103,864 
EE I sp icceccsacése  ‘seeuae  #*abeds 10,119 4,611 1S Standard Brands, Inc...........60000s. 140,236 0 ee 
DE UE, eiidcc sc scaccesecon 51,033 46,445 44,560 37,331 Including: 
i. fk) UB” ee 107,342 106,560 72,110 64,710 Fleischmann’s Yeast .............. 140,236 ae, ieee , 
5 . Pe. cece kesecaeres ees  aeaitie i. re 32,282 19 Standard Oil Company (Indiana)...... 126,413 124,567 123,699 121,722 
ee I ois ks oa ahd aka exe 50,038 67,692 78,104 89,750 12 Sterling Products, Inc.................. 156,048 154,322 144,631 115,46 
= ae \ RSA ara i ar 5,300 84,092 > ee Including: 
a \ I ge es os base 26,500 31,800 eee i thee ee ce ccaedee beeen. cae wars 14.616 
Swans Down Cake Flour........... ee. -geagiee ) goatee Joieeeaes I es ge Se ed anak ks 156,048 154,322 144,631 98.997 
Me 162,308 155,226 98,902 64,526 pes Goopemenes Ce., CHOSE... cs cccccw  wvccen 3S a name 606 
Including: Ct Crh ppeeckeiesees -Sahtes i sodeees  dneses 1.250 
I I, a ok ok ak ath gw Oa 147,069 143,810 88,813 56,090 50 Studebaker Corporation, The........... 61,529 155,776 68,584 38,360 
ag «ee ee 15,239 11,416 10,089 8,436 ee. ee 180,247 155,395 153,388 140,184 
we ee err er 609,875 903,901 803,512 699,819 Including: 
Including: Do 180,247 79,445 68,878 140,184 
Divisions: PN EE OD i icccescscadcece § § evcevc 75,950 84,510 sae 
CN ee re 69,225 109,657 106,366 77,696 28 Union Carbide & Carbon Corp.......... 92,214 92,960 111,251 167,662 
; BE PUEIIND ok oc vec tccdsvacees 28,536 9,379 8 irr Including: 
es. ih aeeek bie keb es 37,770 54,026 35,830 53,277 peateomms Carbon Co... ... ccc cccscss 91,784 91,520 111,251 167,662 
ee 56,100 61,600 64,760 62,585 Carbide & Carbon Chem. Corp...... 430 Lao  ‘aveans 
Piece eeeakne  aciaes oes 4,620 10,791 46 United States Rubber Co............... 65,229 ee 0 li kKKeRSS  sasa 
Subsidiaries: 8 United States Steel Corp............... 183,463 103,603 96,308 58,544 
General Motors Acceptance Corp... ...... 70,023 oh rere 49 Western Cartridge Co.................. 64,131 56,399 «...... 
General Motors Sales Corp.: Including: 
Buick Motor Division............. 61,258 14,200 16,276 59,058 Western Cartridge Co.............. 26,239 |S) > 
Camis meeeee Car IViGION.....25 00 cewsee 8 = anne . Ser AS Winchester Repeating Arms Co..... 26,713 Oo!) eer 
Chevrolet Motor Co...............+. 120,760 225,465 239,513 240,378 Bond Electric Corp................ 11,179 re 
, PT PMR iccckekesew tn00ee 00a Ae er 43 Westinghouse Electric & Mfg. Co....... 67,650 CS) eer rr 
DURE SEUUEEEOE Gadkiesdcacccses denen 37,778 41,210 12,614 40 Wolverine Shoe & Tanning Corp........ 68,761 67,821 65,891 62,690 


Leading Radio Advertisers in 1942 


Companies Spending More Than $100,000 on NBC, CBS, MBS and 
Blue Networks with Comparative Time Costs for 1941, 1940 and 1939 


An Exclusive Advertising Age Compilation Based on Records 
of Publishers’ Information Bureau, Inc. 


Rank 1942 1941 1940 1939 Rank 1942 1941 1940 1939 
6 American Home Products Co........... $4,018,313 $3,700,373 $2,821,739 $2,529,553 14 Brown & Williamson Tobacco Corp..... 2,250,292 2,856,059 2,972,755 2,047,536 
Including: 61 California Fruit Growers Exchange..... 457,223 479,107 348,363 54,04 
Affiliated Products Co............. 187,530 288,951 368,818 267,418 Be GD TD Tk a occ cei awcccicess 340,521 398,531 371,042 438,850 
SE errr 2,229,073 1,781,990 1,076,707 829,042 10 Campbell Soup Co.................... 2,858,829 3,770,291 4,044,389 2,704,351 
ED ac Secinendadss-ehedannse 330,594 149,200 376,738 461,176 44 Carnation Co. .. eraser Perper 602,064 607,931 726,051 598,137 
Boyle, A. S., Co....... haere ed 8,275 89,623 208,615 231,373 Including: 
Clapp, Harold H., Inc.... ere 210,128 101,545 13,647 Carnation Co. ........ Peete eke aa 48,528 562,123 651,852 551,676 
Kolynos Company ......... ....... 810,453 737,853 430,080 370,303 Albers Bros. Milling Co............ 553,536 45,808 74,199 46,451 
Midway Chemical Co. . ‘Nenseed @8ee80  ‘auaann 25,574 83,744 ee BS” PTET TTT TT Tere 630,718 it Te 
Mystic Laboratories, Inc............ 9 ...... 25,362 ° aero 41 Celanese Corp. of America............. ee sieed-  waeens , 
Three-in-One Oil Co....... TeTe ae ee 68,794 33,067 54 Chesebrough Mfg. Co.................. 506,772 479,813 415,345 227,355 
Pip Be 6 224,554 190,001 133,339 239,783 42 Chrysier Corporation ........cciccceces 603,039 1,118,569 986,049 950,146 
Whitehall Pharmacal Co., Inc...... 227,834 i ere Oe ee ee | ee I Bi cick cnc evescusenes 532,739 500,178 626,104 718,262 
99 American Oil Company................ 125,714 436,662 472,713 299,399 | 17 Coca-Cola Company ........ ei Saas . 1,838,631 889,106 44,510 v 
33 American Tel. & Tel. Co............... 674,129 609,476 406,308  ...... 8 Colgate-Palmolive-Peet Co. ........... 3,273,540 5,353,719 4,334,222 2,749.) 
2 American Tobacco Co.... “ ... 2,988,044 2,755,714 2,270,213 2,506,141 55 Continental Baking Co., Inc........ ... 502,964 403,690 908,404 729.5 
Including: 88 Corn Products Refining Co.............  * ie ee 
pe eee eee 2,802,639 2,755,714 2,270,213 2,248,548 102 Cream of Wheat Corp................. 113,716 | See wan 
American Cigaret & Cigar Co...... 185,405 ...... e 257,593 46 Cudahy Packing Co., The.............. 592,800 550,766 463,939 352,425 
108 Armour & Co................ .... 110,440 ft rr ro. e Be Se CD iis cc iccicsccaccccaes 186,187 7) ee 
Including: SE Be ME CI, kc ccncdecsiscves 101,014 . eee ; 
Armour & Co Pane 65,934 382,384 ‘a 48 Du Pont de Nemours, E. I., & Co...... 552,761 526,860 370,524 196,¢ 
Luxor, Ltd. .. eee i 44,506 225,512 + ae ee re 763,987 531,374 104,982 
70 Armstrong Cork Co... ee ae 372,308 90,614 er ee Pe 34 Eversharp, Inc. ........ eee ere ee 668,557 570,802 231,403 
23 Babbitt, B. T., Inc.... can 1,192,685 802,141 618,964 436,200 See Se SEY occ edd i canner ce sdddasoncusa CC eee re oe - 
93 Ballantine, P., & Sons................. 165,020 109,164 ae oo aonee | 43 Firestone Tire ke ee ree 602,404 521,136 492,842 558,74! 
98 Barbasol Company ... pitachas 136,474 87,327 oT ae oe Ms a a Oi bod on Vines vabadsceadaen 655,343 655,617 515,393 488,209 
26 Bayuk Cigars, Inc....... re 786,316 510,948 521,614 22 Ford Motor Co.......... hashes hates 1,193,531 904,054 944,638 949,297 
67 Best Foods, Inc., The... : .... 409,617 1,039,276 335,777 6,960 57 General Cigar Co.... re ere re 492,835 455,409 343,681 22,9 
Including: ie er 1,348,923 593,424 525,796 367,6-9 
Best Foods, Inc., The. . , 193,580 722,476 ae = «ss keegan 2 General Foods Corporation............ 7,854,668 7,189,761 5,887,349  5,269,5 
Hecker Products Corp.... ee 216,037 316,800 216,754 6,960 Including: 
87 Bowey’s, Inc. ......... ar ara aiet aes 211,142 186,681 135,567 147,665 Diamond Crystal Salt............. 145,754 72,890 84,00! 
19 Bristol-Myers Co . 1,525,72 1,112,213 1,077,176 1,141,548 (Continued on Next Page) 
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(Continued from Preceding Page) 
9 rank 1942 1941 1940 1939 Rank 1942 1941 1940 1939 
, PTET T Tere ee 472,320 777,210 861,135 586,502 8 ks ee ere 213,723 A ee 
Grape Nuts & Flakes.............. 190,298 257,893 8) ee Be ) ON ee ee ere 254,015 263,975 co: eer 
Grape Nuts Wheatmeal ........... eS) Stages ~ ahapea | geernrs ee. | ¥& 3). ” rere 628,212 583,320 624,910 603,400 
Grape Nuts Flakes & Grape Nuts 27 Pet Milk Sales Corporation............ 887,963 753,139 713,883 699,242 
ee eee SE <&ievers ~sateeer ~ Glo Se , cctdunskcncdesdssuenanane a) )=3—dli(“ mS 0C~C CCC 
DT TttLitiekhateesovrsiaceea beaded -.cieann deebade 101,498 79 Pillsbury Flour Mills Co............... 264,359 0 ie eer ee 
er 677,115 956,088 695,414 677,366 111 Planters Nut & Chocolate Co........... 101,184 a ee 
939 aeeeeen nee Geen FPowoer @ BEis... 4 o..cones «= wewees sss avons 151,425 1 Procter & Gamble Company, The....... 8,904,887 9,401,353 10,999,416 8,769,135 
57,375 EE dive cs secivineess avenge 56,088 307,479 100,008 58 Prudential Ins. Co. of America... 489,419 651,477 724,655 414,330 
16.538 La France & Satina............... 511,321 332,233 288,858 345,658 we Le er ee 510,560 428,976 357,703 215,423 
Maxwell House Coffee............. 566,263 935,828 683,254 878,990 40 Quaker Oats Company ................ 615,681 498,811 955,756 1,200,947 
94.198 DE cS icacdccscesaseesis Saeaee 199,468 192,280 45,003 77 Ralston Purina Company .............. 274,650 334,654 319,004 466,011 
15,309 EE EE UND noosa cvesiccccvus 939,304 756,700 649,996 70,040 12 Reynolds, R. J., Tobacco Co............ 2,767,893 2,324,677 2,127,609 1,723,574 
PEED, doc vbac een seeaaan ess 1,145,234 694,438 327,908 350,330 Be HS GUN GN ces cdcccvtnscccesens 527,517 406,707 398,525 200,564 
67,235 Ee 659,839 259,510 241,914 792,993 105 oe i ee, 111,667 See:  <¢hiaes jansas 
, Including: ncluding: 
24.709 a ee 478,342 564,209 488,381 369,365 Schenley Import Corp. . Sa 0 tans 0COCtCS wR 
21.050 Swans Down & Calumet......... 611,787 540,135 986,340 716,388 ME PE WR oboe cease asnccecaas seen ee 8 8 <¢20eee pecans 
21,483 Calumet-Swans Down-Bakers GS Gemier, BR. B., Ie. ......5... 438,917 274,791 > Bierce 
50,889 ‘ ni aenling hal roby eae . 182,318 ee ae 91 —— Williams Co., The. 175,016 199,399 250,376 307,965 
wans Down iamon rysta ncluding: 
% Deh cette iAticbatbeskivccees  couwke  . . Gomtahing’:) ce” Pnataace Sherwin-Williams Co. ............ 131,892 171,171 162,504 192,809 i 
00,965 Swans Down Family Flour Acme White Lead & Color Works. . 43,124 28,228 87,872 115,156 a 
32.96) (Iglehart Bros.) ......... 13,674 IPE a eee eo oe ee EE ee eee 160,267 136,849 Pe 
29.294 SE Bede eceadebacttecrcccsvecsces — senehs ae 74 Socony Vacuum Oil Co.,Inc............ Ree eee ee eee : 
06.007 Baker’s Chocolate & Cocoa. 332,658 ES a ata spice aha ae 35 Squibb, E. R., & Sons......... 663,846 620,416 errr ; 
65,259 Post’s Raisin Bran .... ne. -“‘auieee | sekegs | casks 18 Standard Brands, Incorporated .. 1,738,700 1,229,706 1,504,199 2,898,521 
er ee SR Including: 
41.728 5 General Mills, Inc. ... . 4,328,881 3,456,337 3,139,652 2,411,288 Chase & Sanborn Coffee........... 497,798 489,888 437,916 946,240 
88.454 Including: Chase & Sanborn Tender Leaf Tea.. 269,166 439,150 469,623 522,527 
General Mills, Inc. ............ 4,292,269 3,290,093 3,016,203 2,299,001 Fleischmann’s Yeast .............. 632,095 252,648 354,812 757,234 
“ak ee 36,612 166,244 123,449 112,287 Royal Desserts & Baking Powder... 294,006 48,020 a ere ee 
35.410 66 General Motors Corp. ...... ste err eee eee ere Meowan Eeempeets & Poll Vonst........ cesees «severe ss osens 672,520 e(” 
78.274 $7 Gillette Safety Razor Co............... 649,750 428,275 428,875 93,577 PN IND 042,044 0068 8:09-6:40 0% SE | dela - wakes <> heen 
70,809 25 Gospel Broadcasting Ass’n. 1,064,936 653,027 402,232 304,652 3 Sterling Products ...... 7,703,555 6,992,342 5,974,999 4,445,476 
- 73 Grove Laboratories, Inc. ....... .... 834,674 260,805 188,280 180,007 Including: 
a a Oe 8 SPAT eee ll 494,203 459,113 426,360 8 eee 1,743,748 1,570,476 1,250,886 789,340 
03.864 83 Hall Brothers, Inc. ........ 221,511 162,511 eee. “anes SD EE EIN kid ens ccle ds Rees 8,500 396,482 349,079 313,334 
103 Healthaids, Inc. ......... 112,522 . .egaeme> laws Ironized Yeast Co. .......... 1,185,161 1,110,008 941,418 376,972 
81 International Silver Co. . 250,318 312,865 302,000 235,244 Mulsified Oil Shampoo Co. .. ; fae 8«=-eeenes 54,926 6,755 
24 Jergens-Woodbury Co. ... 1,157,339 1,060,274  1033,807 819,960 Phillips Chemical Co. .... . 2,054,400 1,689,300 1,470,412 1,275,854 
21.729 Including: 0 ee rere 1,504,700 1,369,518 1,128,420 993,557 
15.469 Jergens, Andrew Co. .. 280,204 247,388 279,068 247,274 Cummer Products Co. .... 911,490 856,558 779,858 689,664 
Woodbury, John H., Inc 877,135 812,886 754,739 572,686 Sterling Products Co. .............. a.  <edee- “<*abi3> > eeeoun 
14.616 20 Johns-Manville Corp. 2.0.00. .ccccceess 854,538 ny -- cota perros er ee 112,510 ae . sekens Baaear 
98.997 82 Johnson & Johnson ............ 245,313 ae tgeews ates 20 Bue Ge Company, THO. 2.6 cic seus 841,128 829,778 676,712 656,084 
"606 2 Johnson, S. C. & Son, Inc........... 752,788 721,453 633,512 589,330 OM ET eee ees Tee 482,988 256,717 6,791 127,384 
1.250 ee re eee 598,416 573,752 554,899 901,546 Ne POPPE TTT ER ELT CET TEE 1,432,535 1,782,271 1,029,709 875,418 
38 360 107 Langendorf United Bakeries ....... [ee h(t eee: ee 6hCl See Se ee eee 447,926 RS re 
40.184 92 Land O’Lakes Creameries, Inc...... ’ 170,394 0 er eee eS 97 Trimount Clothing Co., Inc. ........... 136,828 EE, Sesld deed, s¢aeaetas 
; 4 Lever Brothers Company.............. 5,004,731 4,499,837 3,171,074 3,392,672 101 Union Oil Co. of California............ 117,580 tel. eke ast PO pees 
40.184 28 Lewis Howe Company ................ 871,670 919,448 957,354 635,338 ie Ee ae ee eee nn: codasee | Geiwane \eneeee 
; 7 Liggett & Myers Tobacco Co. .......... 3,699,765 3,729,897 3,356,713 1,937,652 60 United States Tobacco Co. ........ ... 466,707 433,716 400,103 450,075 
67 662 100 Los Angeles Soap Co.................. 123,489 ae’, wees = aaa MB i A Ee ee re 582,965 186,325 29,543 121,488 
— OP Re er a Bo cecccrsccdeocsecs 535,259 151,112 545,738 794,014 68 Voice of Prophecy, Inc................. a «a6ech,  isoetee manasa 
67.662 90 Lutheran Laymen’s League .......... 175,935 157,390 127,465 99,565 G2 Wander Company, The .......6..scce0e 457,201 415,253 554,285 389,312 
iki Re eee eee .. 158,328 785,028 544,714 253,816 84 Warner, William R., & Co., Inc......... 221,213 194,106 209,034 208,536 
11 Miles Laboratories, Inc. .......... . 2,846,252 2,346,963 1,393,382 1,236,254 78 Welch Grape Juice Co., The............ 272,974 234,858 246,721 297,368 
58.544 109 Morrell, John & Co. ...............000. 109,478 a © wises<  . ekbase 86 Wheeling Steel Corp. ................. 213,681 193,256 123,556 101,722 
16 Morris, Philip & Co., Ltd., Inc.......... 1,962,554 1,755,950 1,608,211 1,216,166 64 White Laboratories, Inc. ............... 447,057 353,570 . ae 
15 National Dairy Products Corp.......... 1,983,729 1,692,135 1,497,639 1,490,480 71 Williams, J. B. Co., The............... 341,430 222,718 328,861 349,838 
Including: 75 Williamson Candy Co. ................ 325,000 193,098 SS) 
National Dairy Products Corp...... 833,391 491,200 504,445 508,406 TB PRRs. Wels Oleg MS kev ceccyecccess 2,462,069 1,470,860 1,368,224 1,304,391 
SS GD OO, ccc cchwcuncdeas 1,150,338 1,200,935 993,194 982,074 76 Young People’s Church of the Air...... 275,563 ee “Gatass “eeeeec 
56 Pacific Coast Borax Co................ 500,475 489,809 318,096 348,232 94 Zonite Products Corp. ........cscceee. 161,408 RR ee en oe 
62,690 
— To Electronic Paper Betts-Koerber Moves Insurance Advertisers 
Jerome J. Brockman has boon Bette-Koerber, Advertising, Den- | Name Exhibit Winners 
named advertising manager of|ver, has moved its offices from the Sweepstakes winners of the ex- 
Sa Nee Tena, Tamecring & De- insurance Exchange building to the/ninits by mail competition | con- 
F / 7 g. ducted by the Life Insurance Adver- 
tisers Association, Des Moines, Ia., 
are: Provident Mutual Life Insur- 
ance Company, Philadelphia, for 
‘ companies with $400,000,000 or more 
h d “q e | insurance in force; Franklin Life 
ozen UZ | ' Insurance Company, Springfield, 
Ill., for companies having $150,000,- | 
000 to $400,000,000; Excelsior Life | 
939 Insurance Company, Toronto, in the 
47.536 $75,000,000 to $150,000,000 division; 
54.041 and Monarch Life Insurance Com- | 
38 | 0 pany, Springfield, Mass., for the 
75,000,000 or less division. 
4,3 od Northern Life of Canada was 
38, . awarded first place in the largest 
|group division for newspaper ad- 
51,676 . vertising and Shenandoah Life in 
16,4 the second = Southland a 
Imperial of Canada in group three, 
— | Jefferson Standard, Great-West WITH CENTRAL NEW ENGLAND 
7.385 and Mutual Life of Canada in group 
0.146 four. No awards were made in Industrial wages above the state average! Higher 
8.982 1 ; é, groups one and two for magazine just in Worcester by 20% over 1941! Retail sales, 
i$ a professional show from blare of trumpet to final curtain advertising. Northwestern National too, zoomed in 1942 with close to 75,000 exclusive 
and Franklin were named in group A 
9.723 three, and John Hancock. Mutual war workers alone in the area. These are the 
195.43 of New York and Prudential named people, shown by every current independent sur- 
: DE L + nr Vi TO RY in group four. vey, who listen more to WTAG than they do to all 
— —_—_——— the other stations heard 
) 3 ) . . | . *. . 
or, the Photographers Secret Weapon! J°is United Wall Paper — in this area, combined. 
Edward V. Brewer, formerly spe- 
16.620 cial assistant to the general works 
; manager of American Locomotive 
Company, has been appointed | 
executive assistant to William H. 
mae Yates, president of United Wall 
~ Paper Factories, Chicago. 
8 a 
“¢ MacLennan Appointed > a 
7.6.29 A. M. MacLennan has been ap- NBC BASIC RED NETWORK 
9,507 pointed assistant vice-president of PAUL H. RAYMER CO. 
International Telephone & Tele- NATIONAL SALES REPRESENTATIVES 
graph Corporation, New York. He 
4,01 This advertisement sponsored by COLLINS, MILLER 6 HUTCHINGS |eontinues as advertising manager Owned and operated by The Worcester Telegram-Gazette 
of IT&T. 
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ADVERTISING AGE 


Research Reveals — 
Readers of ‘Post’ 
Approve New Style 


Philadelphia, Jan. 27. — Average 
reading time of the “new Post’’—the 
Saturday Evening Post under the 
regime of Ben Hibbs, who became 
editor on March 16, 1942—has in- 
creased 30%, according to reader 
research conducted by the publica- 
tion and reviewed in a brochure, “A 
Few Minutes with the Editor,” cur- 
rently being sent to advertisers and 
agencies. 

Reading time of women readers is 
reported to have gone up 32% and 
that of men 28%. In addition to 
increased reading time, which is de- 
fined as the time spent by the aver- 
age Post reader on the main edi- 
torial content of an issue, reading 
intensity—defined as the percentage 
of an issue’s main editorial word 
content which is read—has also 
risen sharply. The increase in 
reading intensity is reported as 17% 
for all, 19% for women and 15% 
for men, despite the increased word 
content of the new Post, estimated 
at 11%. 

The brochure which reports these 
gains in reading time and reader 
intensity also presents a compre- 
hensive picture of Editor Hibbs and 
his staff in action, particularly in 
terms of the concepts and principles 
which underlie the radical changes 
in editorial outlook, format, style 
and content which were developed 
under his direction. On succeeding 
spreads, the brochure presents a 
memo from the editor giving his 
thoughts on free enterprise, con- 
structive criticism, national prob- 
lems, format and illustration, etc., 
each followed by examples of 
how these principles have been car- 
ried over into Post editorial pages. 


IT GETS MAIL ORDERS 


Do you sell novelties, books, self-helps, photo- 
graphic supplies or finishing services, hobby 
items, home furnishings. gadgets, mechanical ac- 
cessories You'll reach a profitable market 
throvgh Popular Science classified advertising 
Rate 35c a word. April Issue closes February 
8th. Write today for classified folder A-1. 


POPULAR SCIENCE }?2 "yu". aif 


| 
The research findings reported in 
|the brochure, and developed by the 
|Curtis division of public opinion, 
| have been developed from field sur- 
veys conducted among readers of 
the Post for the past three years. 
These surveys are primarily for the 
information of the editors, and have 
heretofore always been confidential. 
The figures indicate that all types of 
Post material have benefitted by the 
changes. For example, reading time 
of articles has increased 47%; of 
short stories, 7%; of serials and 
novelettes, 45%. 


Latin-American Drive 
for Michel Cosmetics 

Michel Cosmetics, Inc., New York, 
has launched an extensive advertis- 
ing campaign throughout Latin 
America’in newspapers, magazines 
and radio for Michel lipsticks, 
rouge, face powder and Eye Cos- 
metique. Magazine schedule _in- 
cludes four-color pages. Radio 
programs have been electrically 
transcribed in New York. Irwin 
Vladimir & Co., New York, handles 
the account. 


Canners Name Federal 
for Manpower Campaign 


The National Canners’ Associa- 
tion has selected Federal Advertis- 
ing Agency, New York, to prepare 
a series of newspaper advertise- 
ments designed to enlist the support 
of entire communities in recruiting 
the volunteer labor supply neces- 
sary to pick and can the 1943 crop | 
of fruits and vegetables. 

Local canners and civic groups | 
will sponsor the advertisements. | 
The first copy appeared on farm | 
mobilization day. 


Sponsors Nesbitt 

Studebaker Corporation is the)! 
sponsor of a new series of current 
events commentaries featuring Nor- 
man Nesbitt over the Don Lee Pa- 
cific Coast network, broadcast Mon- | 
days through Saturdays at 5:30) 
p.m. Roche, Williams & Cunnyng- | 
ham, Chicago, handles the account. 


Appoints Agency 

Hicks Advertising Agency, New 
York, has been named to handle ad- 
vertising for La Conga Hosiery 
Company, New York. 


136,127 over last year! 


A SUCCESSFUL NEWSPAPER 


REPRESENTED HATIONALLY BY THE 
NEW YORK CHICAGO BOSTON 
DETROIT PITTSBURGH GALT! 


WITH THE CLOSE OF DECEMBER, 1942 


| Me Seattle 
Cel luldligenccy 


AIPLICOWUICEOS 


ONMECCUMUE monic of 


VA Chdvertezing (oulug 


Here is striking proof of what local advertisers think of the 
resultful qualities of Post-Intelligencer advertising! For FIFTY 
consecutive months —- MORE THAN FOUR YEARS— The 
Seattle Post-Intelligencer has established a monthly GAIN in 
local advertising linage. Let this great Pacific Northwest daily 
tell YOUR sales story to the Greater Seattle Area . . . a war-busy, 
prosperous section that has shown a population increase of 


“ue SEATTLE 
POST-INTELLIGENCER 


IN A RESULTFUL MARKET 


ROONEY E BOONE ORGANIZATION 
SAN FRANCISCO PHILADELPHIA 
MORE LOS ANGELE SEATTLE 


Getting Personal 
Members of the Advertising Club of New York were served a 
delicious morsel at their weekly celebrity luncheon, in the form of 
lovely Ann Savage, Columbia Pictures starlet. Francis Harmon, 
executive vice-chairman of the war activities committee of the motion 


picture industry, and John A. Zellers, club president, looked anything 
but savage when photographed with the actress. . . 


For the first time in its history, BBDO, New York, has three women 
in its art department: Nancy McCall, Ann Higgins and Ida Iscov.. . 

You can’t get enough education, according to Richard Manville, 
research director at Donahue & Coe, New York. He is contemplating 
another four years of night school in hopes of receiving his PhD... 


Whenever Laurie Macksond, secretary in the copy department at 
Biow Company, New York, can scrape enough news together, she 
whips up a mimeographed sheet and sends it to all employes with the 
armed forces... 

Advertising Women of New York, Inc., is aiding the U. S. Army in 
organizing volunteer groups to recruit Waacs. Katherine Clayberger 
is chairman of the club’s war activities committee. . . 


Final examinations handed to advertising classes at the New York 
City College School of Business were mixed with a wartime flavor. 
Test questions included such items as newspaper headlines for war 
bond and stamp advertisements. David S. Mosesson, instructor, ex- 
plained that advertising students had been enrolled in a group known 
as the “Copy Commando.” . . 

Some Chicago advertising men who were in the last war are learning 
how their own elders felt when they marched away in 1917. Ernest 
M. Roscher, of the Chicago office of the St. Louis Post-Dispatch, gave 
his oldest son, Don, age 19, to the Army Jan. 25. . . Jack Flagler, 20, 
son of.Elmer Flagler, western manager of the New York Daily News, 
is already in the service. .. 


MAGAZINE MEN HONOR ‘BOB' ROBERTS 


~* BG 


Magazine representatives in New York state threw a party Jan. 15 for E. H. (Bob) 
Roberts, with Good Housekeeping in New York for the past 16 years, and recently 
named manager of the magazine's Boston office. The guest of honor is seated 
fourth from the left. 


While Eugene Hulshizer, acc’t exec. for Duane Jones Co., New York, 
was out giving the old year a farewell boost into eternity, a few bur- 
glars celebrated in his home. One of several jewel boxes reported 
missing was found about three blocks from the scene of the crime, and 
police at Short Hills, N. J., have been hot on the trail ever since. . . 

Several employes of Compton Advertising, New York, tendered a 
farewell party for Ed Schneeberg of the radio copywriting staff, who 
has been given indefinite leave of absence to join the armed forces. . . 

Already on leave from his post as v.p. of Irwin Vladimir & Co., New 
York, Daniel C. Kaufherr has completed his course with the air tech- 
nical corps at Denver’s Lowry Field and will stay on as an instructor. . . 

International Printing Ink gave a dinner at the New York Athletic 
Club in honor of four men who have completed 25 years or more with 
the company. The honored guests, M. A. Flynn of Baltimore (42 
years), T. J. Reese, Buffalo (34 years), T. A. Ryan, New York (25) 
and J. W. Power, Cambridge (25), each received either an inscribed 
gold wrist watch or initialed luggage. . . 

Dr. Henry C. Link, vice-president of the Psychological Corporation, 
and George S. McMillan, secretary, Association of National Advertisers, 
addressed a meeting of the Pittsburgh Advertising Club, Jan. 12, on 
the subject, “What the Public Likes and Dislikes About Wartime 
Advertising.” Their talks were based on a nationwide poll made for 
ANA by Psychological Corporation. . . 

Office associates of Norton S. Cole, classified ad mgr. of the Post 
Standard, Syracuse, N. Y., gave him a farewell party at the Hotel Syra- 
cuse before he departed for Fort Niagara and the Army. . . 

Woodward Grove of the Chicago Tribune ad department has been 
commissioned an ensign in the naval reserve and will report to Har- 
vard on Feb. 1. Woodward was one of the prize winners in the high 
school essay contest which ADVERTISING AGE conducted way back .in 
*32. He’s the son of Art Grove, Hotpoint ad. mgr... 

When R. Y. Eaton and J. J. Vaughan, president and vice-president 
respectively of T. Eaton Company, Toronto, retired recently, they were 
guests of honor at a testimonial gathering. More than 500 executives 
of the company from coast to coast expressed their respects by present- 
ing to their chiefs two fully-equipped Red Cross ambulances, which 
they in turn presented to the Canadian Red Cross. . . 

Donald A. Breyer, v.p. of Hillman-Shane-Breyer, Los Angeles, 
greeted a newcomer on Jan. 10: a five and one-half pound daughter 
named Susan... 

Lt. (jg) Nancy Forsman, USNR, who formerly was secretary to 
Sherman K. Ellis, New York agency head, is now ranking liaison of- 
ficer of the 13th naval district and in command of Waves at Great 
Lakes Naval Training Station. In spite of which, she is reported to 
get pretty lonesome for the advertising business now and then... 

Donald W. Thornburg, CBS v.p. on the Pacific Coast, has been re- 
elected a director of the Los Angeles Chamber of Commerce. . . Don E. 
Gilman, v.p. in charge of the Blue’s western division, has been named 
head of the public service div. of the special gifts committee of United 
Nations War Relief in Los Angeles. . . 

Fred J. Oexman, former nat’l ad mgr. of the Cincinnati Times Star, 
was presented with a life membership in the local Advertisers’ Club 
recently. He helped found the organization in 1904... 

Friends of Walter Weir, Kenyon & Eckhardt word wizard, will be 
glad to learn that he is back at his desk after a ten-day siege of 
illness. . . 
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Ask $300,000 Fund 
for Pennsylvania 
Tourist Campaign 


Harrisburg, Pa., Jan. 26.—)1 
wartime travel restrictions, State 
appropriation of $300,000 to adye,. 
tise Pennsylvania’s tourist ; ivan. 
tages outside the state during tp, 
next two years should be voted, tp, 
Pennsylvania Newspaper Publish. 
ers’ Association declared at ji 
nual convention here Jan, 22-23. 

The PNPA expressed the opinio, 
that “a portion of this sum shou}, 
be used to protect the state’s invest. 
ment in this field, and a major par; 
made available when war bans 9; 
transportation are lifted.” 

At the same time, the associatio, 
voted to continue its campaign fo, 
truthful advertising, and adopted ; 
declaration asserting that “Penp. 
sylvania’s General Assembly shoy;: 
not be asked to waste time on bills 
which would forbid truthful adver. 
tising. Too much attention has beep 
given by previous legislatures { 
pleas by selfish groups for anti-ad. 
vertising laws which are against the 
general welfare.” 

More than 300 delegates attended 
the convention, which elected Co) 
J. H. Zerbey Jr., publisher of the 
Pottsville Republican, as president 
to succeed Vernon L. Wise, of the 
Butler Eagle. 


an- 


Nicht Heads Consolidated 
King Features Activity 

Frank J. Nicht, sales manager of 
King Features Syndicate during the 
past ten years, has been appointed 
general sales manager of King, In- 
ternational News Service and Inter- 
national News Photos, thereby con- 
solidating and coordinating the sell- 
| ing activities of all three syndicates 
| To handle expansion of business 
and prepare for the postwar period, 
King will add experienced represen- 
tatives to its sales and promotion 
staff to manage newspaper, maga- 
zine and commercial sales. 

Erich Brandeis continues as chief 
of the promotion department and 
Chester Weil will remain in charge 
of motion picture sales, commercial 
advertising, sale of comic books, 
novelties and toys. 


31 Eastern Papers 
on Trommer Schedule 


John F. Trommer, Inc., Brooklyn 
brewer, will use 31 newspapers in 
|27 eastern cities at frequent inter- 
vals during winter and _= spring 
months. 

Copy built around the tested 
“2-Ways Light” theme of 1942 will 
appear in 1,000, 390 and 200-line 
advertisements. “The Answer Man” 
will be broadcast over WBZ, Boston 
WBZA, Springfield; and WOR, New- 
ark. Federal Advertising Agency 
directs the account. 


Then aim your timely 
/power equipment messaze> 
at the more than 2.5" 
engineer-readers ° 
POWER PLANT EG! 
NEERING. .. . Ties 
men control the ste 
electricity and other p ¥« 
facilities which keep | 't# 
war industries hum 
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Four A's and ANA 
Join Radio Fight 
on Monopoly’ Rule 


(Continued from Page 1) 


actively competing among them- 
selves, there will be one all-power- 
ful network confined to a single 
group of the strongest stations of the 
country,” the Four A’s believes. 

As smaller stations withdrew, and 
as the powerful network became 
more and more dominant, a vicious 
circle would have been developed 
“injurious to the great bulk of ad- 
vertising practitioners, advertisers 
and weaker stations.” 

The association also complained 
that no notice of the commission’s 
order had been furnished to the 
buyers and users of broadcast time. 
Had the commission heard the com- 
mercial users, the majority might 
have come to a different opinion, the 
Four A’s feels. 


Differs from ANA Brief 


In pinning the bulk of its argu- 
ment on the creation of monopoly 
and to resultant damage in the 
media and advertising fields, the 
brief differed from that of the As- 
sociation of National Advertisers 
which was placed before the Su- 
preme Court late last week. 

The ANA brief made the follow- | 
ing points: (1) The lack of sald | 
| 
| 


dence that the FCC regulation would 
serve the “public convenience, in- 
terest or necessity”; (2) FCC’s reg- 
ulation permits monopoly through 
concentration of buying power; (3) | 
FCC’s conclusions are at war with | 
established advertising and broad- 
casting facts; (4) the regulation will 
create a barrier against the use of 
radio by national advertisers—and 
though the ANA favors no medium, 
still its object is to get the most effi- 
cient use of the advertising dollar 
possible; (5) the regulation will les- 
sen competition in the purchase of 
advertising; and (6) the commission 
assumes expert qualifications in a 
field foreign to its expert knowledge. 

The case against the two net- 
works is slated for argument dur- 
ing the week of Feb. 8. 


ASKS FCC CHANGES 
Washington, D. C., Jan. 28.—Rep. 


Campaign Asks 
Machine Conservation 


Advising manufacturers how to 


keep wrapping machines at peak | 


efficiency, Package Machinery Com- 


pany, Springfield, Mass., has sched- | journalism in America has been | to demonstrate the effectiveness of 


| given by the invitation which the} wartime editorial 


uled a_ series of advertisements 
during February and March, using 
drug, confectionery and packaging 
business papers. 

“We would rather help you pre- 


|over-Mast, to come to England and _| duction. 


vent break-downs than to repair 
them,” the copy points out. John O. | 
Powers Company, New  York,! 


handles the account. 


Ash Joins WOR 


Richard Ash has joined the re- 
cording division of Station WOR, 
New York, as a sales representative. 
Mr. Ash was formerly with station 
WEST, Easton, Pa. 


the dissemination of information| jing of the dollar-a-year men in his 


Private Lines 


A remarkable tribute to industrial | lishers and advertisers. 


lunch, leaving early in the after- 
noon; some can’t afford to be dol- 
lar-a-year men, must draw their 
pay from some other source. But 
their severest critics admit there 
are exceptions, that some of the 
dollar-a-year gentry are the hard- 
est workers in the capital. 


The idea is 


and advertising 
British government has extended to/| material which shows how to im- 
Harvey Conover, president of Con-| prove performance in military pro- | 
Cushing Joins ‘Liberty’ 
Charles L. Cushing has been ap- 
pointed promotion manager of Lib- 


erty. Mr. Cushing was an account 
‘executive with Campbell-Ewald 


explain how industrial publishers | . @ ¢ 
and advertisers in this country have! The action of Secretary of Agri-| 
developed a successful technique for | cylture Claude Wickard in dispos- 


useful in war production. _department by either putting them 


Mr. Conover, who published aon a consultant basis or on selery |Get acted’ ba ceaheaiiets — 
monumental “know how” issue of|has drawn considerable applause.|,j¢} Conde Nast Publications. 


Mill & Factory in November, is to| The faults of the dollar-a-year sys- 
fly to Great Britain in an Official| tem: some of the men don’t keep 
plane, and will spend a month there | regular office hours, arriving late in 
talking to groups of industrial pub-| the morning, tarrying through 


Charles F. Bienbeck, formerly with 
Paul Block & Associates, New York, 
has been added to the Liberty sales 
| staff. 


* 


THE POWER OF PRESSTIGE 


MAKES 


Pehr G. Holmes of Massachusetts 
has introduced a new bill, H. R. 
1490, into the House calling for 
amendment of the Federal 
munications Act of 1934. In its pro- 


visions for readjusting the functions | 
closely re- | 
sembles the Sanders bill, which was | 


of the commission, it 
introduced Aug. 15, 1941 and de- 
bated during the summer of 1942, 
but failed of passage. 


FC&B Shifts Harrington 
to New York Office 


Eugene I. Har- 


dent in charge of 
creative work in 
the San Fran- 
cisco office of 
Foote, Cone & 
Belding, has been 
transferred to the 
New York office 
in the same ca- 
pacity. 

Mr. Harring- 
ton has been suc- 
ceeded as San 
Francisco man- 

er by Herbert K. Reynolds, vice- 

sident and account executive on 
Southern Pacific Lines advertising. 


Eugene |. Harrington 
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3 TYPICAL was the recent write-up of Cleveland’s sixty-year old 
Hungarian section. The delight of long established residents echoed 
the pleasure of the other one hundred and fifty-odd localities that 


“HOWDY NEIGHBOR” 


1. “TODAY IT’S OUR TURN.” Such is the proud exclamation of 
Press readers as each Friday they see their particular neighborhood 
written up in a five-column feature. Intimate as a back-fence call 
is this chatty, homey, weekly visit. 


CLEVELAND’S CITY-WIDE PASSWORD 
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2. TO GET FACTS AND FLAVOR for this sectional close-up, the 
Press sends a reporter who spends a full week hobnobbing with 
merchants, families and community leaders. Out of his browsing 
comes a story that’s highlighted with human interest, rich in local color. 


* * * 


NOT ONLY DO CLEVELANDERS feel strong neighborhood attach- 


ments, but they also take an especial pride in their newspapers. 
The Cleveland Press returns the compliment, and endeavors 
to justify the confidence by providing a forthright, friendly type 


of journalism that has a “Howdy Neighbor” ring to it. 


The particularly close bond that exists between the Press and 
its readers is best expressed by the word Presstige, which means ‘i 
power to do good; power to move goods. 

o 
With the circulation of the Press now the largest in its history, and 
two thirds of it home delivered, every neighborhood in greater Cleveland 


is thoroughly covered, All of this circulation adds up to a mighty force 


have been visited during the past three years. when put behind any worth-while product or service. 
= 
ccrvrenowsre | | ‘Lhe Cleveland Press 
NEWSPAPER = = 
=> =j ‘CLEVELAND §1S A NEWSPAPER MARKET” 
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Young Calls Business to 
Take Postwar Leadership 


Sees 5 Great Public 
Wants Which Must 
Be Satisfied 


Toronto, Jan. 27.—Asserting that 


the personal leadership of 


the 


people—the Nazi “leadership prin- 


‘ ” + ri ac © . . . . 
ciple,” if you will—has become an | be was not concerned with individ- 
increasingly active force in every) yals, but with “the classes of men 


country, and that 
this growing de- 
pendency on 
leaders is not a 
war-born phe- 
nomenon, but a 
result of the 
“new industrial 
order, and of the 
growing inter- 
dependence and 
unity of soci- 
eties,’” James W. 
Young, senior 
consultant, J. 
Walter Thomp- 


J. W. Young 


son Company, .ew York, declared 


here last night that “the first an 


d 


Clark Explains 
Civilian Draft 
Plan on Radio 


thor of New Measure 
el Let Local Boards 
Regulate Allocations 

ht cnn 


selective serv- 
Seba introduced .. 
Congress would place the - ~ e 
civilian man-power omen = 4 4 
the hands of the same loca — 
that now draw men en iJ 
service, Grenville Clark, , ss 


last - a or «a? 
from 

peaking program over & 

network, Mr. 


Maybe he was 


talking about your 


next job! 


When Grenville Clark described his ci- 
vilian draft proposal for the first time 
anywhere—on the March of Time—he 
may have been talking about your 
next job. 

Thus does the March of Time make 
news, in addition to re-creating news— 
news of immediate personal interest to 
Americans everywhere. 


The March of Time in six months has 


.this war is over? 


|most important question about the 
|postwar world is, Who will our 
| leaders be?” 

Mr. Young, speaking at the open- 
ing of a series of ten lectures on 
| marketing and business trends look- 
ing into the postwar era at the Uni- 
versity of Toronto, emphasized that 
his interest in who our leaders will 


from which the leaders 
drawn.” 


| Advertising Principles Show Way 


“It appears from history that 
there is no one class ordained to 
leadership,” he said. “Which class, 
then, shall win and hold it after 
Do we, in busi- 
ness, want that leadership? If so, 
what must we do to get it? 

“T suggest to you that the answers 
to these questions will be decided 
by nothing other than an applica- 
tion of the principles of advertising, 
at their highest level. 

“It is often said that advertising is 
a great instrumentality for making 
people want things. But this is true 
only in a very limited sense. Adver- 
tising makes its greatest. successes 
when it finds out what people al- 
ready want, and then tells them 
how to get it. 

“Advertising is, in fact, mostly an 
expression of what I would call the 


will be 


interested in finding out what 
people want, and then supplying 
them. We can contrast it, for in- 
stance, with the reformer mind, 
which is interested in what people 
ought to want. 


Will Determine Leadership 


“So I say that it will be an appli- 
cation of the principles and practices 
of advertising—of the merchant 
mind—which will determine 
whether the business people of your 
country and mine will play any ma- 
jor role of leadership in the post- 
war world. If we are smart enough 
to find out what people really want; 
and if we are effective enough in 


| 
| 
| 


| 
| 


increased its audience 400% —by bring- | 


ing to the microphone important peo- 
ple-in-the-news (whose words are 
news)—and by dramatizing world 
events with on-the-spot reality. 

If you haven’t been hearing the 
March of Time, you’ve been missing 
a show which listeners call “the high 
spot of the radio week”. ..“a great 
public service.” 

Listen in Thursday 
and see what you think! 


The March of Time 


Sponsored by the editors of 


TIME 


THE WEEKLY NEWSMAGAZINE 


Beamed to the 23,000,000 
radios of The NBC Network 


showing them how to get it; then 
and only then will the leadership 
of the peoples come from business.” 

Turning to the question of what 
people will want, and what they 
will expect from business in the 
postwar world, Mr. Young reviewed 
a recent public opinion survey made 
by the Psychological Corporation, 
showing that the majority expects 
business to go on running its own 
business, but that less than one- 
third expect their business leaders 


to have any major part in postwar | 


adjustments. This indicates, he 
said, that the people themselves 
have some doubts about what they 
want from business, and suggests 
that the question “is not so much 
what the public expects of us, as 
what we expect of ourselves.” 


Five Great Wants 

“If we expect and hope to play a 
greater part than this report would 
give us; if we expect leadership; 
must we not objectively focus our 
merchant minds on what it is the 
people want, and see how far we 
can supply them?”, he asked. 

“So let us look at the record. Let 
us study the signs of the market, as 
seen in such things as public opinion 
polls, in the ways people have voted, 
and in the goods they have reached 
for when our competitors for lead- 
ership have offered them. ... 

“The first thing I see is that the 
people of the postwar world will 
want a still higher standard of ma- 
terial living. There is going to be 


a great demand for more and bet-| 


ter food, for better homes, for more 
automobiles, electric refrigerators, 
vacuum cleaners, and all the exist- 
ing gadgets of modern living, plus 
the many new ones to come. 


“The people are going to want 
these things, particularly here in 
North America, because our war 


production records are demonstrat- 
ing to them that we have the indus- 
trial capacity and 
supply them 


technology to 


merchant mind—the mind that is| 


to want is some kind of interna- 
tional security. Never again will 
they want it to be possible for the 
mad dogs of international rivalry to 
rend the very fabric of civiliza- 
ee 

“The third thing which I believe 
our peoples are going to want is 
more individual security than they 
have had in the past. They are go- 
ing to want, specifically, some such 
protections against the hazards of 
life as the Beveridge report in Eng- 
land proposes to give them. 

“The reasons why they are going 
to want these securities are two, and 
are very simple. First, for too 
many men the hazards of life now 
revolve around the pay envelope; 
when that stops they are over the 
abyss. Second, the people believe 
that the productive machinery and 
organization of society are now de- 
veloped to the point where these se- 
curities can be afforded and guar- 
anteed, and they want them as their 
minimum share in the common en- 
terprise. 


Seek Development of Individual 


“But, fourth, along with these 
minimums securities, I believe that 
our peoples are going to want a 
positive reaffirmation of the right to 
individual opportunity—a sort of 
fifth freedom for one man to get 
ahead, better than another, if he has 
it in him... 

“And then, finally, I suggest that 
our peoples are going to want a re- 
newal of, and an improved status 
for the individual. I must take a lit- 
tle time to explain what I mean by 
| that. 

“We have developed, especially 
here in North America, the most 
marvelous production and distribu- 
tion machine the world has ever 
seen. We have already given our 


give them one still higher. 


“Looking at that 
business has sometimes 
‘Then what’s all the 


sively to our baking. 

| A Paradox 

| “For there are two great symbols 
|of this great productive machine— 
two things that made it possible. 
|These are the corporation and the 
|}assembly line. They are both in- 
ventions, in their modern forms, of 


come into full being in this country. 
And both these inventions, the cor- 


tended to destroy the status of the 
individual—to destroy his recogni- 
tion as a man and a craftsman—and 
the psychological satisfactions which 
went with them. 

“So we have a paradox. No one 
can watch a young married couple 
in a department store without see- 
ing personified the great unsatisfied 
market for goods and services, for 
material things. But no one can get 
very far into the lives of such a 
couple without finding the faults in 
the very system which makes pos- 
sible the goods they want—finding 
|}the terror that underlies utter de- 
pendence on the pay envelope and 
the boss; finding the flavorlessness 
and lack of individual achievement 
in work on the assembly line; find- 
ing the frustrations in the imper- 
sonality of the large corporate op- 
eration. 

“And so I say we have a demand 
for a renewal of social status for 
| the individual. 
think, of such movements 
demands of unions for a voice in 
management. But it is not confined 


to factory labor. You can find it 
smouldering in your white collar 
workers, and even among your 


junior executives. 
Where Business Fits In 


“These five things, then. are one 
man’s observations on what people 
will be wanting in the postwar 
world. Even if you should agree 
with them you might well ask, But 
do they expect these things of the 
business man? Is it his function to 
supply them? 

“As to this, I must refer you back 


poration and the assembly line, have 


February 1, 1943 


“The second thing I think the| to my remarks on leadership. The 
peoples of our countries are going! people will turn to the kind of lead- 


ers who best understand what they 
want, and who are most effective 
in giving it to them.” 

Admitting that these five wants 
pose some of the knottiest problems 
in history, Mr. Young declared that 
“it may well be that, inherently, 
these problems can only be solved 
by business leadership,” especially 
in view of the fact that a peacetime 
society always follows the pattern 
of the wartime society out of which 
it grew, and this war is the first in 
which industry is not an auxiliary 
but the main fighting force itself. 

“The problems may all be 
summed up into one great over-all 
problem,” he said. “Namely, how to 
operate the new industrial machine 
at its highest efficiency, so that it 
will produce not only the maximum 
of goods, but security, psychological 
satisfactions, and freedoms. 


Government Not the Answer 


“No government has yet proved 
its ability to do this. May it not be 
up to business itself to try? And is 
the job so difficult, after all, once 
we raise our sights to encompass it, 
and assume the responsibilities of 
leadership? 

“For example. Business has al- 
ready solved the _ technological 
problems involved in giving peoples 
a greatly improved standard of liv- 
ing, The industrial laboratories are 
pregnant with new possibilities in 
this direction. The next great job 
here lies in our own immediate 
field, to lower the costs of market- 
ing and distribution, in pace with 
| the lowered manufacturing costs. 

“In the field of international se- 
curity, how can we solve or make 
progress with this problem, except 
as business does it? For once we 
bring this question down out of the 
skies, we find that a very big part 


peoples the highest standard of liv- |of it revolves around international 
ing in history, and we are able to | trade. Mutual good will and under- 


standing, such as our countries have 


achievement,|so long enjoyed, are an essential 

asked: | climatic condition. But in the end, 
shooting |a structure for international peace 
about?’ The truth is we forget that | will grow out’of specific acts about 
man does not live by bread alone, | tariffs, trade agreements, and such. 
and we devoted ourselves too exclu-| And I venture the thought that if, 


|when we sit down at the council 


the new Industrial Age which has| 


It is at the root, I! 
as the} 


| tables, we do not keep our eyes on 


what the peoples want we will get 
lost in the forest of what a lot of 
individuals want. 


A Challenge to Business 


“Again, in the field of individual 
security, I see no reason to believe 
that business cannot make at least 
major contributions to this problem. | 
Many individual businesses have al- 
ready done so. In my own country, 
business itself is at this moment 
making a major move in this direc- 
tion through the Committee for 
Economic Development — about 
which you will hear more. Suffice it 
to say here that this very significant 
organization has set as its goals the 
employment of nine million more 


Norwich Launches 


Expanded Drive 
for Pepto-Bismol] 


New York, Jan. 27.—Norwich 
Pharmacal Company has launcheg 
an enlarged advertising campaign 
for Pepto-Bismol, stomach remedy 
using 114 separate insertions, 45 9; 
which are color ads, in Americay 
Legion Magazine, The Americay 
Magazine, Collier's, Cosmopolitay 
Country Gentleman, Life, | 0k. 
Redbook, The Saturday Ev ing 
Post, Southern Agriculturist, ang 
True Story. Twenty-four advertise. 
ments are scheduled for The Amieri- 
can Weekly. Lawrence C. Gum. 
binner Advertising Agency handles 
the account. 

“Pepto-Bismol’s sales Curve js 
soaring,” declared Milton C. Good. 
man, account executive. “It is our 
intention to send it higher than 
ever during 1943 by using more 
color, more magazines, more circu. 
lation, more often.” 

Last year for this product Nor- 
wich used nine magazines with a4 
combined circulation of 25,020,417. 
This year the company will employ 
a larger number of publications 
with an aggregate circulation of 
approximately 32,000,000. 

Initial advertisement of two col- 
umns appeared in the Jan. 25 
issue of Life, illustrating a very 
pained little girl who queries, “What 
rhymes with ‘jelly-cake’?” Copy 
points out “She ‘learned what every 
grown-up knows—that too much of 
even the most wholesome food can 
| cause sour, sickish, upset stomach 
Be gentle with these stomach up- 
|}sets, take soothing Pepto-Bismol!” 
Succeeding insertions depict vari- 
|}ous causes of stomach aches. 


Hale to Johnson-Cushing 

| Fred S. Hale has joined the sales 
| staff of Johnson-Cushing-Nevell, 
|New York designer. Mr. Hale was 
| formerly associated with the Rodney 
E. Boone Organization. 


THERE'S NOT 
ANOTHER 
LIKE IT! 


. According to the re- 


cent U. S. Census of 


people in civilian production than 
we had in the last peace year of 
1940, and an increase of thirty-five 
billion dollars in goods turned out. 

“Let me remind you that the very 
essence of the mass production sys- 
tem, which business invented, is the 
making of little problems out of big 
ones. Is there any reason to believe 
that an application of the same 
technique will not enable business 
to solve, in its own way, the prob- 
lems of creating a new industrial 
order in the postwar world? 

“So what does the public expect 
of the business man? I have tried 
to indicate to you what I believe 
it expects of somebody. From some- 
where it will get the leadership for 


| the things it wants. So the question 


|new leadership? 


really is, What shall the business 
man expect of himself? Will he 
study these public wants with his 
unjaundiced merchant’s eye? Will 
he equip himself to supply them? 
Will he accept the challenge for a 
I hope so. I even 
believe so.” 


Carter Joins ‘Companion’ 


John F. Carter has joined the east- 
ern sales staff of Woman’s Home 
Companion. He was formerly ad- 
vertising director of Physical Cul- 


;}ture and spent the past four years 
|with Popular Science. 


Housing, radio ownership 
in Southern New England 
is far above the national 
average. 

Radio can come closer to 
giving your sales message 
100°, coverage than any 
other medium. And radio 
in Southern New England 
means but one thing — 


wTic. 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 
The Travelers Broadcasting Service 7 
r Corporation ’ 
Member of NBC and New England | 
Regional Network 
Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, Som 


Francisco and Hollywood 
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Produd Copy Is 
Bright Spot in 
‘1 Linage Totals 


Chicago, Jan. 27.—General adver- 
tising—alone among all the classifi- 
cations measured by Media Records, 
Inc —emerged on the right side of 
the ledger this week by registering 
a 1.3% gain during 1942 in news- 
papers of 52 cities. 

Total advertising in dailies of 
these selected cities dropped off 
5.4% for the year, amounting to 1,- 
241,671,534 lines, compared to 1,- 
313,233,254 lines in 1941. It was the 
lowest figure since 1937, when 1,- 
225,165,889 lines were used. Month 
by month, with the single exception 
of July, total linage during 1942 
failed to measure up to comparative 
figures for the previous prewar year. 
December linage was off 4.1% com- 
pared with the 1941 month, totaling 
120,331,564 lines. 

General advertising, off to a fairly 
good start at the beginning of the 
year, slumped below 1941 figures in 
February and March, recovered 
some ground in April, went down 
again during the next two months 
and finally forged ahead. Total lin- 
age in this classification, 196,653,436 
lines, represented the best year 
since 1937, when the newspapers 
represented carried a total of more 
than 247,000,000 lines. 


Auto Copy At Bottom 


As was to be expected, automotive 
advertising proved the heaviest drag 
on the newspapers’ 1942 showing. 
For the entire year, this classifica- 
tion was off 52.5%, with a total of 
26,823,244 lines—the lowest total 
since Media Records started compil- 
ing its linage figures in January, 
1928. 

Retail advertising was off 3.4% 
for the year, with a total of 743,- 
260,711 lines compared with 769,- 
690,187 in 1941. Financial advertis- 
ing—also at the lowest ebb since the 
study was started—declined 13.9% 
to 17,622,549 lines. The previous 
low, 19,127,702 lines, was recorded 
in 1934. 

Classified columns of the news- 
papers improved their showing dur- 
ing December, when they were up 
5.9%, but wound up 1942 with a 
net loss of 5.6%. Classified ac- 
counted for a total of 257,311,594 | 
lines as compared with 272,567,527 
lines two years ago. 


New York Admen Named 
as WPB Consultants | 


Lawrence Valenstein, president, | 
and Joseph Lorin, vice-president, | 
of Grey Advertising Agency, New 
York, have been named as consult- 
ants by the War Production Board. 
They will prepare promotion and | 
sist in educating the merchants 
vhom L-219, the new inventory 
limitation order, affects. Part of 
their job will be to train field rep- | 
resentatives. Mr. Valenstein has | 
d that the limitation order will 
handled exactly like a sales cam- 
ign for a new product. 


S 


MacFarland, Aveyard 
Given ‘Post’ Account 
Effective with the Feb. 13 issue, 
advertising and promotion of 
The Saturday Evening Post will be | 
ndled by MacFarland, Aveyard & 
C>., Chicago agency, which will 
vice the account from an office in 
w York. 
\. E. Aveyard is account execu- 


a 


MARIA KRAMER 
HOTEL 
HOME with every comfort 


and not a care... 


ew LENCOLM 


44th to 45th Street at 8th Ave. 


1400 Fee 


John L. Horgan, Gen. Mer. Cl 6-4500 
_ Special Rates fo Men in the Armed Forces 
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ADVERTISING AGE 


NEWSPAPER ADVERTISING AT A GLANCE 


Instant Ralston 
Ads Appear in 
398 Newspapers 


St. Louis, Jan. 28.—A time-saving 
appeal and the nutrition values of 
Instant Ralston are featured in a 
campaign recently launched by Ral- 
ston Purina Company in 308 news- 
papers throughout the country. 

The drive is keyed to hurried 
wartime needs, stressing that In- 
stant Ralston, “the hot cereal that 
needs no cooking,” saves precious 
minutes for housewives who want 
to prepare hot breakfasts for the 
family. It also ties up with the na- 
tional nutrition program by telling 
consumers that “you serve Uncle 
Sam when you serve this whole 


‘es GAIN AND LOSS PERCENTAGES - S2 CITIES ‘ea 
DECEMBER 1942 - 194! Loss GAIN 
CLASSIFICATIONS -30 -20 -10 i) 10 20 30 
RETAtL ~9.1E — 

Gewerar 12.3 a E 
AvTOMOT ive 21.6 
FINANCIAL 13.8 ee a ee ena 
Torar DisPray 6.1 SE cemeaned 
Cuassiriep 5.9 
TOTAL ADVERTISING 4.1 
DeraatMent STores -3.7 
JANUARY 1 To DECEMBER 31, 1942 = 1961 
Reraic -3.4 
Genera 1.3 
AuTOMOT ive 52.5 1 
Financt au “13.9 
Torac DiseLay -5.4 
CLassireeD -5.6 
ToTAL ADVERTISING -5.4 
Department Stores 2.2 i 
-20 -10 i) 10 20 » 


Although general and classified advertising are on the plus side, most classifica- 
tions measured by Media Records in dailies of 52 cities show losses for December 
and the Jan. |-Dec. 31 period of 1942. 


Heads B-S-H Media 


E. W. Federer has been appointed 
manager of the media department 
of Blackett-Sample-Hummert, New 
York. Mr. Federer has been with 
Geyer, Cornell & Newell for six 


Jones Joins Walsh 


Arthur F. Jones has joined the 
Toronto office of Walsh Advertising 
Company as an account executive. 

Mr. Jones formerly was associated 


‘with MacLaren Advertising Com-| 


grain food.” 
Bids for Juvenile Support 


Copy of 600, 420 and 200 lines 
|also gets in a mention of Ralston 
whole wheat cereal for those who 
want to cook their own breakfast 
food. While the promotion is aimed 
primarily at the housewife, adver- 
tising in 65 Sunday comic sections 
makes a bid for juvenile support by 
offering Tom Mix Commando comic 
books as premiums for a box top 


years and prior to that was with J.| pany and also with Lord & Thomas | from a package of either cereal. All 


Stirling Getchell, Inc. 


|of Canada. 


| advertisements are short and to the 


| point, employing forceful use of 
| solid blacks. 

| Gardner Advertising Company 
handles the account. 


‘Newsweek’ Inaugurates 


Postwar Department 

Newsweek has announced a new 
editorial department, “Postwar 
Horizons,” interpreting social, eco- 
nomic, industrial, and political de- 
velopments bearing on the post- 
victory world in the pattern of 
“Periscope,” “Washington Trends,” 
and “Business Tides.” 

The department will be written 
by editors, researchers, and contrib~ 
utors under the direction of Ray- 
mond Moley, Ernest K. Lindley and 
Ralph Robey, department editors. 


Rudden to Paul Block 


Thomas E. Rudden, for many 
years with Lorenzen & Thompson 
and at one time a partner in the 
representative firm of Mitchell, 
Ruddel & Rudden, has joined the 
New York sales force of Paul Block 
& Associates. 


EMPLOYEE 
IDENTIFICATION BADGES 


TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 
Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO. 


“Let Mocs th 


The granite silence of Mt. Rushmore now 
rings with the voice of Freedom! Upon its 


Dakota’s 
But — 


South Dakota are doing their patriotic 


part. Fel 


But — 


livestock 


; 
sf 


tallest peak four great Americans kee 
vigil over the a. of justice cha 

lenged by our foes. The inspiration of this 
majestic Shrine of Democracy is South 


ganese — these strategic metals, so pre- 
cious to the war effort, are yielding ever 
richer deposits. A new reservoir of man- 
“a0 approximating 800,000,000 tons, 


as just been unearthed. 
VITA-WINS. South Dakota crops and 


in this state over $240,000,000 for 1942. 
The United Nations must be fed! 

South Dakota, “stable, solvent, sover- 
eign”’, has taken prosperity in its stride. 
Vast untouched resources in agriculture, 
forest and mine invite your investigation 
for present and post-war opportunities. 
Send for our new FREE 32 pa 
illustrated and describing South Dakota's “Agree- 
able and Bountiful Living”. 

Interesting booklet: “Mineral Resources of 


South Dakota”, FREE for the asking. 


\ SOUTH DAKOTA 
AS oe 
T- ADVENTUR 


Write A. H. Pankow 
Pierre, So. Dak. 


[ 


gift toa war-saddened America. 
this is not all. Other rocks in 


dspar, mica, bentonite, man- 
this is not all. VITA-MINS are 


have hoisted cash farm income 


booklet profusely 


their 
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Treasury Lines 
Up Sights for 
‘43 Campaign 


1942 Saw Completion 
of Spectacular 10% 
Advertising Drives 


Washington, D. C., Jan. 28.—On 
or about March 1, the Treasury De- 
partment will have achieved the 
first of its war bond drive goals— 
there will be some 30,000,000 wage 
earners investing 10% of their gross 
pay regularly in war bonds through 
the payroll savings plan. 

On Feb. 15, with March 1 as a 
tentative starting date for the drive, 
the Treasury will revamp its ap- 
proach. Mentioning no specific per- 
centages, the drive will be aimed 
at getting more money into war 
bonds, largely on the premise that 
money not spent for the basic costs 
of living should be invested in war 
bonds. 

High taxes notwithstanding, 
Americans will spend about $12 bil- 
lion for war bonds during 1943 if 
sales continue at their present clip. 
But there is still $15 billion in non- 
controlled purchasing power created 
by booming income and a restricted 
supply of civilian goods. It is this 
pool of potential inflation which the 
Treasury hopes to tap. 

These are the seven themes which 
the Treasury will use: (1) Pointing 
with pride to the spectacular record 


FREE 
LANCE 


of the payroll savings plan; (2) 
comparing expenses of war prep- 
aration to the much steeper costs of 
waging an offensive; (3) emphasiz- 
ing that Americans on the home 
front must match the sacrifices of 
Americans on battle fronts; (4) 
comparing the higher contributions 
made to war-financing by our Brit- 
ish and Canadian allies; (5) ex- 
plaining that more Americans will 
have money available for war bonds 
in 1943; (6) interpreting rationing 
and civilian shortages in terms of 
providing more war bond money; 
(7) driving home the postwar re- 
wards of war savings. 

This is the Treasury’s new cam- 
paign. But a review of the past 
year’s progress, when the principal 
objective was increased participa- 
tion in the payroll allotment pro- 
gram, reinforces an opinion of the 
Treasury’s selling efficiency. 

In February, 1943, as compared 
with January, 1942, the Treasury 
has: Increased the number of wage 
earners participating from 2 million 
to 30 million; boosted the average 
monthly investment through payroll 
deduction from $8 million to $460 
million, and the yearly investment 
from $96 million to five and one- 
half billion, using the monthly aver- 
ages; raised the average individual 
percentage from 4.6% to a solid 
10%; and increased the number of 
companies participating from 15,000 
to 175,000. 


Contributed Space Helped 
Advertising played no small part 


MOORE HEADS ACA 


J. W. Moore, left, new president of the 


Association of Canadian Advertisers, 
gets the best wishes of his predecessor, 
Paul K. Abrahamson, who, elected only 
two months before, resigned when he was 
promoted to district sales manager of 
The Borden Co., Chicago. Mr. Moore is 
advertising and sales promotion manager 
of Maple Leaf Milling Co. Ltd., Toronto. 


CHRIS SINSABAUGH 


Detroit, Jan. 27. — Christopher 
George Sinsabaugh, better known as 
“Chris,” died here yesterday of a 
heart ailment. He was 71 years old. 
One of the pioneers in the automo- 
tive writing field, Mr. Sinsabaugh 
became press agent for Chicago’s 
first automobile show in 1901 while 
serving as assistant sports editor of 
the Chicago Daily News, subse- 
quently becoming editor of Motor 
Age. At various times he had been 


in the Treasury’s spectacular drive. | 
In fact, working without an adver-| 
tising budget, the department) 
racked up some $26 millions in ad-| 
vertising space. It used car cards, | 
radio shows, outdoor posters, hitch-| 
hike advertisements (inclusion of | 
war bond panels in straight copy), | 
participating newspaper advertise- | 
ments, and contributed space from | 
newspapers, magazines, business | 
papers and farm papers. 

Now getting under way are such 
campaigns as that of the drug and 
cosmetic industries, which will de-| 
vote a carefully planned and ex-)| 
ecuted campaign to bond sales. 

An interesting item in connection 
with the sale of bonds is the per- 
centage of liquidations. 


COPY: 


Campaigns, sales portfolios, broad- | 
siues, dealer promotions; tough jobs | 
most agencies don’t care to tackle. | 
Nationally known for vigorous, realis- 
tic, selling copy and sound sales tac- 
tics. Brilliant record with 3 leading 
agencies. Layout service available; all | 
work followed through to completion. 

Substantial fee, or annual retainer. 


Wire Box 3935, Advertising Age, Chicago, 
and I will telephone you for meeting 


liquidations is between 1 and 2%. 


What will happen during the merry John Budd Company and manager | 

th of March, when a host of in- Of the Chicago office. She went to| 
‘come tax payers meet Uncle Sam) the New York office of the company 
in his most mercenary mood, no one | @S Office manager in 1930, following 
can predict. Treasury officials, how-| Mr. Budd’s death, and retired in| 


mon 


ever, who have seen the number of | 


bonds cashed in stay at an incred-| 
ibly low figure, feel that the likeli-| 
hood of a wholesale liquidation to} 
meet income taxes is slight. 
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It's a professional show from blare of trumpet to final curtain 


MODELS FOR VICTORY 


or, the Photographers Secret Weapon! 


connected with Motor, Motor Life 
and American Motorist, and was 
editor of Automotive News at the 
time of his death, a position which 
he had held for ten years. 

Mr. Sinsabaugh was one of the 
most widely known men in automo- 
tive circles, and his “Auto-Biogra- 
phy,’ which appeared serially in 
Automotive News over a_ long 
period, was rich in anecdotes of the 
field. 


MARY M. CROWLEY 

Chicago, Jan. 28.—Funeral serv- 
ices were held here today for Mary 
M. Crowley, former advertising 
woman, who died Sunday at the age 
of 67. Miss Crowley joined the old 


Often rum-| Smith & Budd newspaper repre-| 
ored to be high, Treasury figures sentative business in Chicago in | 
‘show that the actual number of | 1905 as a stenographer, rising until| 


she became a_ stockholder in the 


June, 1939. 

Miss Crowley was one of the 
founders of the Women’s Advertis- 
ing Club of Chicago, serving as the 
first corresponding secretary, and 
subsequently as president. At the 
time of her death, Miss Crowley, 
who made her home in Bronxville, 
N. Y., was visiting her brothers in 
Chicago. 


DR. J. S. ABBOTT 

Washington, D. C., Jan. 26.—Dr. 
J. S. Abbott, secretary and director 
of research of the National Associa- 
tion of Margarine Manufacturers, 
died Jan. 23 in his office. Dr. Abbott, 
who was 72, joined the bureau of 
chemistry of the United States De- 
partment of Agriculture in 1914, 
and in 1920 became associated with 
the margarine industry. 


WILLIAM T. BRACE 
Montreal, Jan. 26. — William T. 


| Brace, 50, vice-president of A. Mc-| 


Kim Ltd., died Jan. 17 after a brief 
illness. Mr. Brace was Montreal 
branch manager of the agency, and 
had been associated with the com- 
pany for more than 25 years. 


'W. G. MACKINTOSH 


Detroit, Jan. 26. — William G. 
Mackintosh, for 43 years a member 
of the Detroit News advertising 
staff, died at his home here on Jan. 
12. He had retired in 1936 at the 
age of 79. 


Appoints Metcalf 

George T. Metcalf Company, 
Providence, R. I., has been named 
to handle advertising for the Pre- 
mier Thread Company, Pawtucket, 
R. I. Business papers will be used. 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


$4.75 per inch. 


The rates for this department are as follows: 
“Positions Wanted,” 
30 cents a line, 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 


—— 


“Representatives Wanted,” 


. and 
minimun charge 


Terms 


HELP WANTED 
PUBLISHING SECRETARY 

A well established, growing publish- 
ing company has unusual opportunity 
for a thoroughly experienced secre- 
tary. We prefer a woman with agency 
or publishing experience with some 
knowledge of production and maga- 
zine make-up. The position is per- 
manent and involves plenty of re- 
sponsibility. Please give full out- 
line of your background and starting 
salary requirements. 

Box 3937, ADVERTISING AGE, Chgo. 


LAYOUT MAN for medium size agency 
located in New York City must be 
experienced in makiing good tissue 
roughs including figures and type 
layout. Exceptional opportunity for 
a man with the right qualifications. 
Answer in detail giving experience, 
age and salary. All replies confiden- 
tial. 

Box 3938, ADVERTISING AGE, N. Y. 
ARTIST 

of display and direct 
Midwestern firm. State 


Layout, design 
mail material. 
salary, age. 
Box 3931, ADVERTISING AGE, Chgo. 
SCRIPT WRITER 
Excellent opportunity with reliable 
long established film producer for 
experienced slide film and motion pic- 
ture script writer. Present assign- 
ments will be on government training 
projects with some traveling but 
position is essentially permanent. 
Organization is such that capable 
writer will not be “a small cog in a 
big wheel” but will be in position 
to demonstrate his ability and ad- 
vance on his merits. 
Box 3940, ADVERTISING AGE, Chego. 


ARTISTS ... Established New 
York Studio desires to contact 
illustrators experienced on Na- 
tional Advertising illustration, 
state age, draft status, accounts 
worked on and approximate 
earning power. 
Enclose only 
samples 
Box 3941, 


small proofs as 


ADVERTISING AGE, N. Y. 


Research Man 
We want man with good scientific 
training and experience who can in- 
crease his usefulness to an advertis- 
ing agency. He will assist present 
research director. Position offers 
equitable salary and broadest oppor- 
tunity for useful research and per- 
sonal growth. Applicant must have 
successful experience. State educa- 
tion, experience, personal data, and 
present salary. 
Box 3920, ADVERTISING AGE, Chgo. 
POSITIONS WANTED 
Art. Dir.-Contact-Adv. Mgr. 


Here is a young man that has sound 
| for practical experience. Has worked 


for printers, engravers and agencies 
and maintained service more 
than 5 years. 
facturer or publisher can use this 
| man with reliance in creative or exec- 
|} utive capacity. Anyone else interested 
| in this young man should address... 

tox 3936, ADVERTISING AGE, Chgo. 


his art 


Creative printer, manu- | 


— 


POSITIONS WANTED 


Editor and Ady. Salesman with & 
years class magaziine exper 
available at $65.00 per week, or 
mission. J. O. 
St., Chgo. 


ADVERTISING OR EDITORIAL 
WORK 


nce 
m- 
Durkee, 923 N. Noble 


Young lady with 8 yrs. exp. in pub. 
field seeks change. Now employed as 
assoc. ed. of national magazine. 
Box 3932, ADVERTISING AGE, Chego 
CARTOONIST, ARTIST, 23 yrs. expe- 
rience. At present and for 6 yrs. with 
Govt. Desire job as cartoonist. Proofs 
& details gladly mailed. 

Box 3923, ADVERTISING AGE, Chego. 
Research, Merchandising Man 
With unusual experience in picking 
winning ideas and methods for large 
manufacturers. Background includes 
sales and adv. experience in mfg, 
agency, pub., radio. Just over draft 

age. Available Feb. 

Box 3943, ADVERTISING AGE, Chego, 
REPRESENTATIVE AVAILABLE 

PUBLISHERS REPRESENTATIVE— 
Established New York office desires 
meritorious business or class publica- 
tion. 

Box 3942, ADVERTISING AGE, Y 
SEASONED SPACE REPRESENTA. 
TIVE with 17 vears experience and 
proven sales record wants to repre- 
sent business paper publisher in the 
Cleveland, western Pa. and W. Va 
territories. Particularly successful in 
developing new business. Compensa- 


N 


tion secondary to opportunity. Now 
employed, Draft exempt. o 
gO 


Box 3933, ADVERTISING AGE, 


PHOTOGRAPHY 


PHOTOGRAPHIC ASSIGNMENTS 
brilliantly executed anywhere in the 
U. S. Our net-work of 2,000 photog- 
raphers is tops. Also stock pictures 
kodachromes all subjects. Free-lance 
Photographers Guild, Inc., 219 E. 44th 
| St., New York City. 


MISCELLANEOUS _ 


Art Director and President of well- 
known lithograph company increased 


this business by 500% in eighteen 
months of last war. 
Founder and President of one of the 


most successful firms in three dimen 
sional advertising. 


2 


Originator and director of campaign 
for Government and leading national 
advertisers for over twenty years 


ideas which secured new 


accounts. 


| Creator of 
| advertising 
of new two and 
three dimensional aids for selling and 
training methods, 


Designer—inventor 


with live 
lithographer. 


connection 
publisher or 


Desire agency, 


interested if 


| 
Wants to be financially 
results are satisfactory. 


Box 3939, ADVERTISING AGE, N 


Baker in Key Post 


with Benton & Bowles 

{| William R. Baker Jr., has been 
elected executive vice-president of 
Benton & Bowles, New York. Mr. 
Baker was associated with Batten, 
Barton, Durstine & Osborn prior to 
joining B & B in 1933. 

He will assume a portion of the 
duties of James G. Rogers Jr., vice- 
president and general manager, who 
was recently named assistant to 
Gardner Cowles Jr., director of do- 
mestic operations for the Office of 
War Information. 


Walter C. Houghton has been 
appointed assistant advertising man- 
jager of Calvert Distillers Corpora- 
|tion. Mr. Houghton joined Calvert 
January, 1942, and previously 


}in 
|was associated with Singer Sewing 
| Machine Company. 


| Protein Content of 
Dog Foods Limited 


The Department of Agricultu 
last week ordered pet foods—mean 
ing dog foods, largely, to limit the 
animal protein content to 8%, a! 
their total protein content to 24°%, 
by dry weight, of such foods pr 
essed before July 1, 1943. 

For the first six months of 1943, 
each maker must restrict his p! 
duction to 50% of what he mi: 
during the calendar year 1941, 
50% of four times the amount 
dry weight he produced in the lk: 
quarter of 1942. 


Saffan Advanced 


Fred Saffan, who has been we 
ern advertising manager, has be 
appointed advertising manager 
Guide Magazines, New York. Je! 
Pick succeeds him as western 
| vertising manager in Chicago. 
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WCOP is Boston's family station... 
you're selling families, buy WCOP! 


MONTREAL 


TORONTO 


WINNIPEG 


GIBBONS KNOWS CANADA |B@ 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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ers’ incomes are kept up and food | 
prices remain moderate.” 

Austin C. Hoffman, director of the 
|} OPA food price division, told the 
| grocers that fixed retail prices for 
almost all foods will be included 


| 


Food Wholesalers, 
lJ. 5. Officials 


ADVERTISING AGE 


| know their business in business. 
| While many able dealers will be in- 


_DRAMATIZING RATES 
SEE How LITTLE ‘clined to throw up the sponge un- 


|der the impact of food rationing, 
FREIGHT RATES AFFECT THE WEEKLY MARKET BASKET the jobber should prevail upon this 


Map War Plans 


(Continued from Page 1) 


people who have been buying more 
food than they really need for good 
nutrition,” he declared. “It will 
cost food retailers and wholesalers 
some of their old freedom from 
regulations and restraints. It will 
prevent the great increase in civilian 
food sales which would come about 
if we kept all our food at home.” 


Goals to Be Met 


Farm production goals for 1943 
will be met, Mr. Wickard forecast, 
but many distribution difficulties 
have yet to be solved. “When our 
allocation and rationing system is 
ironed out to meet new conditions,” 
he continued, “sections like the 
Pacific Coast and the Northeast will 
be helped considerably—while some 
parts of the Midwest will feel the 
pinch for the first time. | 

“In the meantime, however, we| 
can work together to see that things 
go as smoothly as possible. The 
state and area committees of food 
distributors that work with the Food 
Distribution Administration already 
are doing a lot to help smooth out | 
rough spots. We are making plans 
now for industry advisory commit- 


under the new margin control sys- 
tem being developed by the OPA. 
“I can’t tell yet what margin will 
be allowed,” he said. “We know it 
won't please everybody and won't 
fit everybody, and we don’t expect | 
it to. But this is one of our objec-| 
tives: To hold the margins to the 
lowest possible level consistent with 
keeping the food distribution system 
intact for the service it must per-| 
form during and after the war.” 


- To Come Soon 


He expressed belief that margin | 
controls for distributors, over the 
fixed dollars-and-cents ceilings for) 
processors, represents the best and 
most workable price control mech- | 
anism which can be devised. He 
said the new over-all regulations for 
both retailers and wholesalers “will 
not be long delayed.” 

Dr. Harold R. Rowe, director of 
the OPA food rationing division, 
predicted that impending point ra- 
tioning of food would spell doom 
to the black markets. Through the 
system of using points the OPA, 
with a minimum of bookkeeping, 
will keep tab on processors’ food 
stocks of rationed items and prevent 
ready sale through irregular chan- 
nels, he said. 

Retailers will be registered during 
the initial sale “freeze’’ period, and 


Eastern Railroads use examples from a 

market basket to point out that recent 

freight rate increases are infinitesimal to 

the consumer. The campaign, in news- 

papers, reported in Advertising Age Jan. 

25, is placed by Al Paul Lefton Co., 
Philadelphia 


registration of wholesalers will fol- 
|low about a month later, Mr. Rowe 
announced. The freeze period will | 
give stores time to point-price their | 
stocks and will help the OPA cor-| 
|rect inventories that are obviously | 
out of line. 


tees on a nationwide basis, includ- 
ing a general committee and sepa- 
rate committees for each important 
commodity.” 

Grocers this year will be able to 
offer customers almost as much in 
the way of total food as they did 
during the last half of the 1930's, Economies Are Asked 


he said, but the total supply will not Both retailers and wholesalers | 
be as large as it was in the record 


: a -, ..-1,| must make broad economies in dis- 
ag agen Hong Poon nent tribution and give re hope of main-| 
ts will want to buy and will have | ining normal customer services, 
= ~~ <a the grocers were told by Dr. Walter 
the money to buy,” he said. F. Crowder, chief of the business 

structure and operations unit of the 
The nation may raise its level of Department of Commerce bureau of 
nutrition, even in wartime, if sup- | foreign and domestic commerce. He 
plies are divided fairly and used nor gga gs igen ge ogg 
ould aad jai retary | tail sales this year will tota - 
wisely without waste, the secre!ary | 90,000,000, 10% less than during 

“Think of the possible effects on | 1942. ~ 
your own field of food distribution,, A three-year limit on postwar 
now that demands for food are|Curbs was asked by Arthur D. 
nearer the same in stores of both | Whiteside, president of Dun & Brad- 
high and low income areas,” he con- | Street, Inc., who urged that Congress | 
tinued. “Think of the possibilities|emact a law setting such a deadline 
for record volume of business after |9" government emergency controls. 
the war when civilian food supplies | None of these controls is permanent 
are abundant again, and if consum- | °F fixed, he said, reemphasizing the 
views of other speakers that the 
grocery trade should cooperate with 
officials in charge of food control in 
efforts to evolve the best possible 
A combined course covering advertising | system of distribution. 
vriting and advertising mechanics and | | Problems of inventory, cost of 
layout as applied to all Advertising mace. | business, transportation, personnel, 
eeaere toko for there looking towards || rade labeling, “paper work” and 
n advertising career. postwar trade came in for concen- 


Thursday Evening, ag Ph | trated attention yesterday afternoon 
FIRST CLASS Thurs. Feb. jat an executives’ management 


CENTRAL YMCA COLLEGE |i 


Invasion of new fields was sug- 
MUM | gested as the best means of main- 
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Nutrition May Improve 
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“JUMBLE” BASKETS 


M-W “JUMBLE” Merchandise Display Baskets literally 
put your product “right into the buyer's hands.” They 
provide an easy way for customers to handle and 
examine — and to buy — merchandise which otherwise 
might escape their attention. They speed up decler's 
turnover of your product at the point of purchase. 
ASK TO SEE ONE—CALL, TELEPHONE OR WRITE—NO OBLIGATION 


MAGILL-WEINSHEIMER COMPANY 


i Sales-Making Advert 


9 


1320-1334 S. Wabash Avenue « Phone CAlumet 7200 
CHICAGO 


taining business volume in the face 
of rationing of more and more 
foods. Among new and substitute 
items suggested by speakers were: 
drugs (taking into account many 
state and local laws which require 
licenses); paper; paints, varnishes 
and brushes; fresh fruits and vege- 


| tables; dog and poultry feed; staple 


seed items; home canners’ supplies; 
and straw hats—on which several 
wholesalers more accustomed to 
marketing canned goods than head 
coverings reported a_ surprising 
trade. 

Canadian law forbids the taking | 
on of new lines, and it was pointed | 


‘out that such a step is a distinct| 


possibility in this country, especially | 


in view of government inventory | 


queries now going out to distribu- | indicated, the military supplies are | 


tors. 


The importance of maintaining| ous mistake has been made as spoil- 


sales staffs as emissaries of good | 


| will for the postwar period, even|fact, “swells” are already taking | 
though they are not vitally needed | 
now, was stressed by many of the! conviction that 50,000,000 cases must | 


wholesalers, few of whom reported | be reallocated for civilian use. 


severe cuts in this department. 


ciation of Retail Grocers, also con- 
vening here this week, assailed the 
OPA’s general maximum price reg- 
ulation and called for substitution 
of a simpler system of price con- 
trols. They recommended, in its 
place, legislation to restore markup 
practices and percentage markups of 
individual retailers which were in 
effect in 1941. The directors also 
asked that report and record re- 
quirements other than invoices and 
records normally kept by store own- 
ers “be completely eliminated.” 


GIVES BLEAK 
PICTURE OF FUTURE 

Chicago, Jan. 28.—Some grocery 
wholesalers and many retailers will 
be forced out of business under ex- 


Washington, J. Frank Grimes, presi- 
dent, Independent Grocers’ Alliance, 
told manufacturers and jobbers at- 
tending the voluntary chain’s mer- 
chandising conference at the Knick- 
erbocker Hotel today. Already, he 
said, there has been a revolution in 
wholesale grocery circles as the re- 
sult of impending restrictions on 
mark-up. Many jobbers are aban- 
doning lines which do not permit a 
reasonable mark-up, tobacco prod- 
ucts being a shining example. 

Grocery chains, once the target 
for punitive legislation, seem des- 
tined to achieve a position of favor- 
itism under the new order, Mr. 
Grimes asserted. 

“The regulations to be issued un- 
der the point food rationing sys- 
tem,’”’ he commented, “will inevi- 
tably operate to the advantage of 
large-scale operators. It appears 
that no wholesaler will be able to 
stay in business under a 9% cost. I 
he attempts to concentrate on prod- 
ucts which offer a high mark-up, he 
merely hastens his own demise, as 
he will lose so much volume that 
his costs will rise.” 


Must Keep Efficient Dealers 


efficient minority to keep its doors 


open. On the other hand, a large | 
number of retailers has always been | 


unable to conduct operations at a 
profit and perhaps will find happier 
niches in other spheres. 

| While Mr. Grimes, who has been 
|in intimate contact with the Wash- 
ington scene through the Independ- 
ent Food Distributors’ Council, 
| told his audience that he wishes to 
| cooperate with government officials 
‘in every possible way, with a mini- 
mum of criticism, he painted a dark 
picture of the outlook, with special 
|reference to food supplies. The 
trade is in part responsible for 
Washington miscalculations, he said, 
consistently refusing to provide the 
intimate business figures which 
would provide the foundation for 
intelligent regulation. 

The chain president said that the 
government is planning to use 116,- 
850,000 cases of the 1943 pack of 
canned vegetables, fruits and fruit 
juices for the military; 21,350,000 
cases for lend-lease; 119,900,000 
cases for the civilian population. 
Based on an army of 9,000,000 men 
and civilian population of 120,000,- 
000, each soldier and sailor will 
have 309 cans and each civilian 
about 24 cans. This makes in 
pounds, the favored unit, 440 for 
the soldier and 311% for the civilian. 


WPB Admits ItIs 
Mulling National 


Dim-out Program 


| Washington, D. C., Jan. 28.—A 
possibility that the outdoor signs, 
spectaculars and store windows of 
the nation will be as uninviting at 
night as those in New York City 
and other Atlantic Seaboard cities 
| was seen this week as responsible 
| War Production Board sources con- 
| firmed the report that a nationwide 
|dim-out is under consideration. 

The object of the proposed dim- 
out is the conservation of coal, 
power and natural gas supplies. The 
dim-out of the East Coast cities was 
primarily dictated by a desire to 
stop silhouetting merchant ships 
against a background of light, mak- 
ing the ships ideal targets for lurk- 
ing submarines. 


Silent on Order 


Officials would not comment on 
the possibility of the dim-outs being 
embodied in an order. They did 
say, however, that while the power 
situation seems in “pretty good 
shape,” looming coal shortages due 
to transportation may lead to a cut 
in consumption of power generated 
by coal. 


Directors of the National Asso- | 


pected rationing regulations from | 
| 


Mr. Grimes took the position that 


- stone Porter Hicks, Detroit, as ad-| Bipy-Oae-@: 80m. Bln. @un-2 28:B Alon s 
| wholesalers must keep retailers who vertising counsellor. 


Points, according to Mr. Grimes’ in- | 
formation, will be predicated on 
these allotments. Po. 
The civilian’s 23 11/12 cans of| THE 
these foods will be divided as fol- / 
lows: fruits, 3 1/16; vegetables, é 
16 34; fruit juices, 4. = PRINTING 
The trade will reconcile itself to) E c T | V E 
such a division, if it is necessary for | E X 
successful prosecution of the war, 
Mr. Grimes said. If, as has been) ® We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order... The 
low bidder got the job, but the 
engravings were delayed, the 
Cites “Black Market” composition had to be re-set, 
He also cited meat figures to il- and two cuts were transposed. 
|lustrate the plight of the civilian. | ” 
In the past, 17% of meat slaughter- | The $5,000 cacnanie has been 7“? 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 


intended to cover four years, a seri- | 
age will prove a potent factor. In 


their toll. Mr. Grimes expressed the | 


|ing has been by farmers and retail- | 
|ers, with 65% by federally-inspected | 
|slaughtering houses and 18%, non- 
|federal. The army and lend-lease 
quotas will be confined to federally- 
/inspected meats. Slaughtering on 
farms and by retailers has jumped 
to 30% of the total, according to 
trade reports. Here, according to 
Mr. Grimes, is the heart of the 
|““*black market.” Many meat plants 
which formerly could not qualify 
for federal inspection now do, un- 
der relaxed standards, he said, rec- 
| ommending that the bars’ be 
|dropped completely and that all 
| slaughtering be inspected by the 
government. 

The black market is also much 
| in evidence in the field of canned 
foods, according to the speaker. He 
said that the farmer will send some 
|of his food ration cards to the city 
|for disposal to the highest bidder. 
From the supply angle, he indicated | ciate 
that on at least one recent occasion, appeared in 
a check for $180 passed from buyer Harg 
|to seller, aside from the sales price, | 
|when the former took possession of | 
|a car of canned goods. 

All of this, translated into retail 
grocery terms, means a decline of 
28.2% in dry grocery sales and 14% | 
'in fresh foods, with an average of} ALWAYS 
|19% for all lines handled by the | THE FINEST AT FAITHORN 


| grocery store. 
One jobber’s volume has declined FINEST ENGRAVING 
FINEST TYPOGRAPHY 


|30% and his net profit, 81.7%, Mr. 
Grimes said. Retailers’ profits are FINEST PRINTING 
|} expected to fall about 80%—“unless . 
‘ +4 99 You can use one or all—just as you wish, 
we do something about it. = 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This full page 
advertisement! 
for Martha 


Martha Weathered * 


er's Bazaar 
It was prepared | —:. 
by Faithorn. =~- 


| 


Other speakers told how sales of | 
non-restricted foods, such as flour 


}and cold and hot cereals, may be 
|stimulated to take up some of the FAITHORN 
| slack. 

CORPORATION 


Telephone: Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


Names Detroit Agency 
Steel Cooperage & Coating Com- 

pany, Detroit, manufacturer of Lee 

steel barrels, has appointed Living- 
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Expect Delay in 
House Inquiry on 
FCC Operations 


Washington, D. C., Jan. 28.—The 
House investigating committee which 
will examine the processes and in- 
dividuals of the Federal Communi- 
cations Commission was preparing 
its case this week, but Rep. Eugene 
Cox, who instigated the resolution 
asking for an FCC investigation, 


estimated that it would be “five or | 
six weeks” before any hearings be- | 


gin. 


Asked whether he intended to| 


push his investigation beyond the 
commission and into the radio in- 


“if the broadcasting industry sides 
in with Fly.” 

The Georgia congressman had 
earlier accused Chairman James L. 
Fly and the commission of Gestapo 
tactics and of persecuting him by 
prowling through his income tax re- 
turns and asking the Department of 
Justice to investigate him. 


Chances Not Good 


The chances of Mr. Fly’s getting 
the help of the radio industry are 
not particularly good since a goodly 
portion of the industry, two of the 
major networks, will shortly be 
pleading their case before the Su- 


dustry, as he had earlier indicated | 
| he might be willing to do, Rep. Cox | 
said he would investigate radio only 


preme Court against an FCC order | 


terminating the time option ar- 
rangement with the networks’ affi- 
liates. 

FCC will reopen its inquiry into 
the application of Station WALB, 
Albany, Ga., next week. It was this 
inquiry which brought out the pay- 
ment to Mr. Cox of $2,500 for serv- 
ices which he could ethically ren- 
der as a congressman. Mr. Cox has 
already explained this payment on 
the floor of the House, saying that it 
was made without his knowledge, 
and that he endorsed the check and 
returned it for payment in a like 
amount of stock in the corporation. 
Friends in the new corporation, he 
said, wanted him to “serve in an ad- 
visory capacity,” and not before the 


resolution. 


FCC or any other government 
agency. 

The resolution of Rep. John 
Sparkman of Alabama, calling for 


an investigation of not only FCC but | 


the radio industry as well, has 
temporarily receded as the Cox res- 
olution passed through the House. 

Rep. Sparkman told ADVERTISING 
AGE today that Mr. Cox had come to 
him and said that he had no objec- 
tion to broadening his investigation 
to include Mr. Sparkman’s, and that 
after the investigation got under 
way, he might look into the radio 
practices mentioned by Mr. Spark- 
man (AA, Jan. 25). 

Under House rules, Mr. Sparkman 
said, he could not Amend Mr. Cox’s 
It is still his intention 


“This is WLS, the 


. 


Prairie Farmer Station!” 


greatest selling combination in Mid-West America. 


For more than a hundred years Prairie Farmer has served 
this great market. For nearly half that period it has reflected 


the ideals of service established by Burridge D. Butler. 


For many years WLS, the speaking voice of Prairie Farmer, 
has served the working people of this same great area and has 
provided them with the entertainment, the educational and 


religious services they like best. 


You really get into the homes and into the hearts of the 
millions throughout Prairie Farmer Land . . and what you have 
to sell gets there, too .. when you use Prairie Farmer and WLS. 


Wy? YY 


p 


Publisher 


to Double Your SALES Power 
‘a Practice "Farner Laud! 


HAITHIE 


BURRIDGE D. BUTLER 


fa 


Every time you hear that message, you are reminded of the 


BME 


Since 1841 


CHICAGO 


| 


to carry out his investigation «; th 
broadcasting industry. If Mr. ; 
investigation does not extend be 
yond the FCC, he said, “it wil) pb. 
my purpose to insist upon an in yes. 
tigation.” 
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Geissinger to Head 
New Los Angeles 
Office of BBDO 


New York, Jan. 28.—To handle 
increased business in southern (a]j- 
fornia, Batten, Barton, Durstine g 
Osborn, Inc., will open a new office 
in Los Angles on Feb. 1, John Cor. 
nelius, western manager, announced 
this week. Wayland B. Geissir gey 
formerly with BBDO’s Hollyw oog 
office, will direct this new unit to be 
located in the Pacific Mutual build. 
ing. 

Mr. Cornelius has also announced 
removal of BBDO’s Hollywood 
office from the Guaranty building 
to the Taft building in Hollywood. 
This branch will be managed by 
Jack Smalley and simultaneously 
serve as headquarters for Wayne 
Tiss, recently appointed head o; 
western radio activities and asso- 
ciate radio director of BBDO. The 
main function of the Hollywood 
office is to serve other offices on 
matters pertaining to Hollywood 
radio and the moving picture in- 
dustry. 

Charles MacDougall has been ap- 
pointed to succeed the late R. L, 
Hurst as manager of BBDO’s San 
Francisco office, located in the Russ 
building, and handling the accounts 
of Standard Oil Company of Cali- 
fornia and the M. J. B. Company, 
San Francisco. 


Arnold Personally 
Argues Merits of 
Petrillo Suit 


Chicago, Jan. 26.— The devious 
movement of the government's suit 
to restrain James C. Petrillo and the 
American Federation of Musicians 
from interfering with the manufac- 
ture and use of recordings continued 
in federal court here yesterday 
when Thurman Arnold, chief of the 
anti-trust division of the Depart- 
ment of Justice, argued against a 
motion of the union to dismiss the 
suit. Judge John P. Barnes, who 
has already thrown one government 
suit out on the ground that his 
court has no jurisdiction, continued 
the hearing for two weeks to per- 
mit filing of additional briefs. 

Mr. Arnold charged that the 
union’s ban on recordings is a con- 
spiracy to put 500 small radio sta- 
tions out of business, and likewise 
pointed out that the new complaint 
differs from the one originally dis- 
missed by the court in charging the 
conspiracy against small radio sta- 
tions. 

Upshot of the present hearing will 
be a decision as to whether or not 
the union’s motion to dismiss the 
| suit is upheld. If the union is over- 
|ruled, the suit itself will presum- 
|} ably come to trial at an early date 


FOOD 


FROM OUT OF THIS WORLD 


a famed feature at all 
DEWITT OPERATED HOTELS 


In Cleueland 
HOTEL HOLLENDEN 


In Columbus 
NEIL HOUSE 
In Lancaster, 0. 
THE LANCASTER 
In Corning, N.Y, 
THE ronnie 
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OF THE WEEK 


VIEW NEW MARINE CORPS DISPLAY 


ro . ras sind : 2 eRe ee ey, 


Inspecting the first of the new Marine Corps displays in Chicago are (left to 

right) Capt. J. V. Sandberg, public relations officer, central recruiting division; 

H. E. Zipprodt, whose firm, Zipprodt, Inc., designed and produced the display; 

Brig. Gen. R. L. Denig, director of the Marines’ public relations division; and 
Lt. Col. C. L. Fordney, in charge of the central recruiting division. 


TELLS NEED FOR CHIROPODY CORPS IN ARMY 


This vital phase of the war effort 
is being neglected 


The feet of the average soldier are expected to 
and the stram of marching @0 miles « day 
ying « load of G0 pounds 


The Chiropodist specializes in the treatment of 
the human foot, just as the Dentist specializes in 


great today, tomorrow it will be even greater 
as more men reach the fighting fronts 

the treatment of the teeth Congress has recog 
nized the need for Dentists in the Army but it 
has not yet authorized the appointment of Chi 
ropodists The U.S. Navy has recognized the 
need and it & now edmitting (with commissions) 


tive Service Authoritees have reported that 
of all men examined have some form of 
fat desorder 


About 90% of the American public at some time 
suffer from foot disorders. These foot ills are caus 
ing loss of war production, « loss which nemther 
the nation por the individual can afford 


Approxumately @5% of all men im the Army re 
quire foot treatment at some time each year to 
keep them on active duty 


Army records show that during the last year of 
World War 1 (1018) with 2.515.499 men in serv 

« total of 728,722 man days were lost on 
account of foot and leg ailments 


vet the Army has no proveson for assigning 
sweclists exclusively to the care of the fret 


The page is published primarily so that some 
thong will be done to remedy this situation 


There are now Bills before Congress to place 
( hiropod 


m the Army im thew professions! 
« woner these Bills are passed, the 
~oort men in our Army will obtain better and 
rpecvahzed foot care 


Chiropodists to serve men in the Navy 


Despite the shortage of physicians, action is 
being held up in the creation of a Chiropody 
Corps to help Army physicians maintain the 
health and efficiency of the men. The need is 


iia “ah 
| 3 things you can do 
| nan noe uring early pass 
| age of the | lls to prowide foot 


care by Chiropodists in the 
Army | 


1. Write to your Senators and Con. | 


@ At the shabtest sign of foot 
trouble, se a Chiropudist (Po | 


Thet's where the Cheropodut can help. His life 
work is to relieve foot troubles, and to keep 
patents walkeng and workmg while he 1s domg it 


Over @5 million foot treatments were admin 
istered by Chiropodists last year—saving the 
Nation mallons of work hours and protecting 
individuals against the loss of mudhone of dollars 
in wages. Truly this is an important national 
servier. Take advantage of it. See your Chi 
ropodist at the slightest sign of foot trouble 


And practice foot hygiene. Take precautions 
against “Athlete's Foot! which infects 70% of 
adults at some time during the year. To help 
prevent the disease, use a fungicidal powder on 
your feet every day, as regularly as you bathe or 
wash, and shake the powder into your shoes daily 


5S To help prevent and relieve to help prevent reinfection from that source. In 


case of inflammation. indicating secondary infec 


| diatrist)* 
The practitioner best qualified to deal with | 


“Athlete's Poot” use « fungieidal 


tmary foot ills in the Army (as in civilian fungusbuling) powder on your tion, seek the advice of your Chiropodist 
your shoes : 
bwopody as an adjunct to medical science. To dady 


Publuted om the National Intervent by the 


life) os the Chiropodist. Many physicians call on | feet and in 


jay s graduate Chiropodist has had several years 
of college education. followed by more years of 


| NATIONAL ASSOCIATION OF CHIROPODISTS 
~sentific study m a college of chiropody L : Jj 


Weehages 1 © 


The National Association of Chiropodists used its first magazine space for this 

message in Life to point out the need for a Chiropody Corps in the Army, call- 

ing for action on bills now before Congress to place chiropodists in the Army. 

The message stresses "three things you can do'—write your Senator or Con- 

gressman now, urging early passage of the bills to provide foot care by 

chiropodists in the Army; at the slightest sign of foot trouble, see a chiropodist: 
to help prevent and relieve athlete's foot, use a fungicidal powder. 


INTRODUCING 'SALTY' 


A new trade character, ‘'Salty,"’ who will 
henceforth be identified with Interna- 
tional Salt Co.'s advertising and display 
material, is incorporated in these two 
re-designed Sterling salt packages. The 
new containers keep the product's tradi- 
tional blue and white color scheme. J. M. 
Mathes is the agency. 


SALVAGE IMPRINT 


College Inn Food Products Co., Chicago, 
has started imprinting "Salvage for Vic- 
tory" instructions on labels for all its 


canned products. Willard Eliel, vice- 

president in charge of production, is 

asking other canners and label makers to 

use similar imprints, which have a WPB 
okay. 


SKRIP TIE-IN 


% a aa a ae 
gi SOE 


Use V-Mail and V-black Skrip, W. A. 
Shaeffer Pen Co. suggests on this litho- 
graphed die-cut card for store windows 


Forbes Lithograph Mfg. 


and counters. 


Co. produced the display. 


ATTEND PACIFIC COAST ADMEN'S MIDWINTER CONFERENCE 


Among agency and government leaders who attended the midwinter meeting of the Pacific Advertising Association at San 
Francisco Jan. 22-23 were (left to right, first group) Robbins Millbank, manager, Young & Rubicam, San Francisco; Dean 
Jennings, regional director, OWI; and Arthur Ramsdale, vice-president, Borden Company, New York; (second group) W. B. 
Grummel, senior transportation specialist, ODT; George W. Kleiser, Foster & Kleiser Co., and chairman, Pacific Coast Adver- 


tising Commission; and L. W. Lane, association president and publisher of Sunset Magazine. 


(Story on Page 28). 


PRESERTEO To Tae CITY OF NEWAR 
ey THE CHARMS COMPANY 


This 40-foot outdoor spectacular titled "American Cavalcade,” has been pre- 
sented to the City of Newark, N. J.. by the Charms Co., through the Victory 
display committee. Designed by Louis Tepper, Newark artist, the mural depicts 
the course of American history from the revolution to the present war. Scheck 
Advertising Agency, Newark, supervised the plan and design. 


TABLE GROUPS AT NIAA SESSION 


Among the groups at the NIAA regional Victory Promotions conference in Chi- 

cago Jan. 22 (Story on Page 6) were (left to right) E. C. Herbert, Victor 

Adding Machine Co.; D. S. Elrod, Erwin, Wasey & Co.; John H. Morse, Buchen 

Co.; C. S. Clarke, Power Plant Engineering; Richard Yates, Cramer-Krasselt Co.; 

Julius S. Holl, Link-Belt Co.; Kingsley L. Rice, Power Plant Engineering; and G. H. 
Libbey, McGraw Electric Co. (in front, center). 


(Left to right) O. M. Calvert and H. C. Farmer, Curtiss-Wright Corp.; J. H. Wil- 

liams, Sangamo Electric Co.; G. G. Sears and J. M. Rodger, McGraw-Hill; Arthur 

Koehler, Frank Adam Electric Co.; Harry J. Fey, James R. Kearney Corp.; and 
W. B. Heaps, McGraw-Hill. 


(Left to right) Waldo L. Gundlach, Standard Oil Co. of Indiana; H. G. Anderson, 

McCann-Erickson; A. E. Campbell, Sullivan Machinery Co.; R. B. Thomas, Trackson 

Co.; Tom Polley, Sullivan Machinery Co.; J. F. Kelly, Link-Belt Co.; Albert Hauptli, 
McGraw-Hill Publishing Co.; and Clark Boughton, Power. 


DESIGNS ADAPTED TO VICTORY PACKAGES 


In converting the familiar square metal containers into new cylindrical victory 

packages for its baby powder, talcum for men and Quinsana, Mennen Co. has 

made little change in design, retaining the same colors and general patterns. 

Distribution of the new containers is being achieved rapidly. H. M. Kiesewetter 
Advertising Agency handles the Mennen account. 
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ADVERTISING AGE 
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CIZONA._-writes Damon Runyon, nation- 


ally-known author---probably has more 
civilian fields than any other state, including a 
number of glider schools, but it also has some of the 
biggest and most important government stations of this 
nature! Runyon is right—Anzona is the favored 
spot for training United States Army Air Forces per- 
sonnel * * * Indicative, too, of the state’s stellar role 
in wartime strategy is its copper mining, softwood 
lumbering, and agricultural activities * * * All have 
boosted population, especially in urban areas. Phoenix, 
metropolitan center of the state, reflects this with a 
1942 all-time record dollar volume in postal receipts, 
chalking up a 14.53% gain * * * As the “gold nugget 
of western markets” Arizona increases its importance 
for advertise s who still have goods to sell or an estab- 
sbed wa name to maintain. 


1\\ 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence. & Cresmer Co. 


February 1, 1943 


T HAS been said that an Ave 
zona sky holds more visible 
“stars” than anywhere else in 
the world. Natural, then, that 
the newest planet in the solar 
system, “Pluto”, was discovered ' 
in 1930 by astronomers at Lowell 
Observatory, Flagstaff, Arizona. 


Advertisers who “star” in their 
respective fields discover out- 
standing results from Arizona’s 
two largest media * * Phoenix 
Republic and Gazette (66,909 
M&E) and KTAR (5,000 watts 
day and night) * * both mobil- 
ized to do a bang-up wartime job. 


DICK LEWIS, General Manager 
oo gamcseame open H. Raymer Company 
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